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A. Hardware Blade 


For the 


Hardware Trade 


KueaNsHave Blades will put 
Hardware Dealers and Jobbers back in 
the razor blade business. You intro- 
duced safety razor blades to the Ameri- 
can public. The business has now grown 
to over $40,000,000 a year and the 
Drug and Tobacco stores are now get- 
ting most of it. 

Kleanshave Blades are sold only through 
regular hardware channels at prices that 
insure you a good profit. They are fine 
blades—made of the best Swedish steel, 
hardened, tempered, sharpened, and 
honed by improved methods, and hair 
tested. National advertising will bring 
cuubendien and high quality will bring 
repeat business. 

Order from your jobber now, and push 
the blade that’s made exclusively for 
the hardware trade. Remington Cutlery 


Works, Bridgeport, Conn. 


REMINGTON ARMS COMPANY, INC. 


Originators of Kleanbore Ammunition 


The Greatest Value Ever Offered—The 
Remington Standard American Dollar Pocket Knife 








HOT WATER 
. IN A HURRY! 
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IN KITCHEN = = =The Constant | 
For cooking, cleaning, dish 
washing, etc. Need in 


Every 


Home 





IN BATHROOM 


For toilet, shaving, steriliz- 
ing, etc. 


No. E9263 
Aluminum 
Watts, 1000 
Capacity, 3 qts. 





IN DINING ROOM 


For preparing tea and coffee, 
boiling eggs, etc. 


THE TRA MARK KNOWN _IN EVERY HOM 







































































ite a LANDERS, FRARY CLARK, NEW BRITAIN, CONN. 
i ELECTRIC HOT WATER KETTLE 
2 \ The fastest heating appliance—boils a quart of 
; Is 7’. | water in six minutes. Thermostatic Heat Con- 
| \ iy trol. 
qt AN INVALUABLE ACCESSORY TO 
— ‘ a AN ELECTRIC RANGE 
ous ess Order from your jobber 














LANDERS, FRARY & CLARK—NEwW BRITAIN, CONN. 
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AN AUTOMOTIVE 
TRUST FULFILLED 


PHOTO BY MARGARET BOURKE-WHITE 





It’s an important bolt in motor car 
assembly. A highly specialized bolt. 
We make millions of them every 
year for one of the very largest 
builders of popular-priced cars. We 
make this builder’s entire supply 


of these important bolts. 


That’s confidence on the part of 
the automobile company. Confidence 
in quality and uniformity of the 
product. Confidence in our ability 
to ship the required volume, day 


after day, tothe company’s numerous 
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Leading motor car builders 
depend on RB & W for entire 
supply of an important bolt 


assembling plants. Confidence that 
centering its entire requirements of 
this important bolt in one supplier 
will assure a steady volume and 
that no assembly line will be held 
up by shortage or defective stock. 






EMPIRE 


ROCK FALLS, ILL. 


Confidence such as that, built up in 
years of satisfying contact, is signifi- 
cant to every consumer of bolting 
material. Stock the RB& W Empire 
line for complete satisfaction of 


every customer. 


) Order From Your Jobber 
RUSSELL, BURDSALL & WARD BOLT & NUT 60. 


PORT CHESTER, N. Y. 


CORAOPOLIS, PA. 


Sales Offices at Philadelphia, Detroit, Chicago, 


San Francisco, Los Angeles, Seattle, Portland, Ore. 
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MORE SALES .. . “We are actually 
surprised at the business we have done with 
your machine during the short time we have 
had it on our floor.” 


MORE CASH SALES .. . “Fifty 
per cent of our sales have been cash. . . . We 
have not taken less than $10.00 first pay- 


ment.” 


NO HOME DEMONSTRATIONS 
**Your machine entirely removes the demon- 
stration idea, which we have been trying to 
get away from for a long while.” 


BIGGER NET PROFITS. . . result 
from the three VOSS advantages listed above, 
causing our dealers to say . . . “We want 
to add, we are mighty proud of our VOSS 


Franchise.” 


NOTE—AIL excerpts above are from 
the leer reproduced at theleft. Read it! 













Mail this coupon today 
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Only Washer At Any Price That 
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Duplicates Hand-Washing Action. 
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WR, ELLIS CHANEY 
SOUTHERN EQUIPWENT COMPANY 
SAN ANTONIO TEXAS 








MOST HIGHLY 8°COMMEND VOSS BROTHERS AS TO BOTH POLICY AND PRODUCT 
LAST TWO MONTHS SOLD IN CALIFORNIA APPROXIMATELY ONE THOUSAND MACHINES 
DEAIERS ENTHUSIASTIC ABOUT PRODUCT AWD BOTH DEALERS AND OURSELVES 
ARE OF OPINION THE MACHINE IS BEST DESIGN AND PROMISES TO BE MORE 









When You Wash By 
Hand You Wash In 
The Suds at The Top 


FREE PROV SERVICE THAN ANY MACHINE OFPPEREY ON MARKET REGARDLESS OF 
PRICE IN OUR JUDGMENT YOU WILL ACQUIRE THE MOST DESIRABLE AGENCY THE 
WASHEF MACHINE INDUSTRY HAS EVERY OFFER 











BH. B. HARRIS 






LISTEWWALTER AND GOUCH INC 













‘THE QUICKEST, SUREST AND SAFEST WAY TO SEND MONEY IS BY TELEORAPH OR CABLE 












VOSS BROS. MFG.CO.,  ‘"% *' 
Davenport, Iowa 

Gentlemen: Please give me details 

of the VOSS DEALER’S FRAN- 

CHISE for my territory. 














There Are Hundreds More! 


The letter and telegram above are representative of hun- ane - ne Anitacas 
dreds of others now in our files and open to your in- At The Top. 
spection. 

Why don’t you take steps right now to secure the 
VOSS Franchise? Why don’t you sell the VOSS, the 
washer which meets today’s demand for quality at a 
low price? Fill out and mail the coupon right now! 






Dirt Always Falls To 
he Bottom 


VOSS BROS.MFG.CO. 


DAVENPORT. IOWA 
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| Mr Dealer 
The VOSSiry 


a phenomenal 
profit maker... 


Sales volume... and what volume . . . is 
bringing VOSS Dealers the most profit- 
able washing machine business they 
have ever experienced. 

Dealers who for many years ordered 
only one machine at a time, are now 
ordering in six and twelve machine lots. 
And, frequently, they report that their 
entire order is sold from a single floor 
sample before the shipment arrives! 

Larger dealers, too, are experiencing 
the same phenomenal demand, and we 
are shipping more car load lots than 
ever before in our 55 years as washing 
machine manufacturers. 


More National Advertising! 


VOSS has increased its national advertising. 
Larger space and more insertions than origi- 
nally planned, will be used in The Ladies’ Home 
Journal, Good Housekeeping, and The Farmer’s 
Wife during the rest of this year. 


with 
BRIGGS & STRATTON 


4-cycle engine 


tbs 


> 109* in West and South 
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$69% in the WestuncSouth. 





The VOSS. has everything that 
thousands want! 


It has quality, tested and approved by Good Housekeeping Institute, and 
guaranteed by the oldest manufacturers of washing machines. It has the 
only agitator that duplicates hand-washing action. It has a full-sized porce- 
lain enamel tub. It has a genuine Lovell wringer and Westinghouse motor. 
It has all mechanism enclosed and running in oil. It has beauty of line and 
finish. It has everything that thousands of thrifty buyers want. 


All this at the lowest price for which a washer of VOSS quality hasever been sold! 


/@ 


























VOSS BROS.MFG.CO. 


DAVENPORT. 1OWA 
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FALL REFURNISHING SALES 


ARE ON THE WAY 


Stock and Display 
the Popular Ware 
and Color | 


ROYAL 


WARIMIUNS 


ENAMELED WARE 


— S over—summer gone—women will soon be bright- 
ening up the kitchen for winter—buying new enameled ware. 

The right ware helps sales — right in quality — right in price. 
The right ware now is Royal White—the new quality enameled 
ware at a new scale of prices which command sales. Designs are 
new —color combination also new —white with soft green trim. 

New packing in convenient quantities assures safe carriage 
and provides most convenient stock packages. Buying made 
easy because of these unit packages—'% dozen in most articles— 
packed more securely than eggs. 

Already the popularity of the new Royal Enameled Wares is 
measured by large and frequent repeat orders. 

Your opportunity too—ask your jobber or write us. Quick 
shipments will enable you to start and keep up the selling. 


NATIONAL ENAMELING & STAMPING CO., INC. 


273 N. Twelfth Street, Milwaukee, Wisconsin 
Also Manufacturers of Royal Ivory and the famous Royal Granite Enameled Wares 


HARDWARE AGE 










>> Si 


ar 


) DGD L a 


bil Wa 


was Ada 





\ Yahi. r 


2 Ihidui hd ‘i 


MORE SOLD 
Than any other kind 
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Used and recommended by canning experts for 20 

years. Sure to seal. Easy to open. No tugging. No 

prying. One big lip instead of two small ones. New 

live rubber that stays alive. Safe for all methods of 

canning. Original “cold pack” jar rubber; still the 

leader in this field. Nationally advertised. More sold 

than any other kind. Sales for 1930 show splendid in- 

crease over 1929. A larger profit. And a bigger repeat 

business, for you. THAT’S GOOD LUCK JAR RUB- 
BERS with the Big, Handy Lip. 


GOOD LUCK 
Jar Rubbers 


BOSTON WOVEN HOSE & RUBBER CO. 
Cambridge, Mass. 
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Largest Makers of Fruit Jar Rings in the World 


ia ana 
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You have more to talk about 
in 


LEVELS 


TYLES in levels change with each 

generation of craftsmen. To be pop- 
ular, today’s levels must be light in 
weight; they must have plenty of glasses 
conveniently arranged for instant use; 
cross sections must be small. 


For over 80 years Stanley has been in 
close touch with the ever changing 
demands of carpenters, masons, plumb- 
ers, millwrights, etc. That’s why today’s 
Stanley Levels meet every requirement 
of skilled tool users. 


For you as a dealer, concen- 
trating on Stanley Levels 








“VICTOR” ALUMINUM means: 
PLUMB AND LEVEL ‘ 
No. 313 —more improved features Heavy Glass covers protect 
Fourlengths: 12”, to talk about the glasses and keep out dirt. 


18", 24” and 28” Be ce 7 
—simplifying your buying 


—eliminating expensive age, 


duplication of stock 


—offering your ‘trade the 
finest levels, backed by a 


a name which has been 


ALUMINUM PLUMB AND 
LEVEL No. 232 


Fourlengths: 24", 
26”, 28” and 30” 


WOOD PLUMB AND 
LEVEL No. 257 


Five | hs: 18”, 24”, = Stanley Levels are more con- 
"56", 28" and 30”" the standard of crafts venient to use. No matter 
men for almost a century how the level is picked up 


one or more glasses are in 


WOOD PLUMB AND position to level or plumb. 


LEVEL No. 250 
Two lengths: 42” and 48” 


Decide now to concentrate 
on these faster moving levels ‘ 





Their light weight makes 


THE STANLEY RULE & LEVEL PLANT them much easier to use. 
New Britain, Conn, 


STANLEY TOOLS s 
Sars 
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K rrp a New Wickwire Spencer Fence 
Catalog handy. When you hear of anyone requiring net- 
ting of any width, a fence complete with posts, rails and 
gates, or a completely erected fence, interest them with 
cuts in the catalog. Get complete prices from us or your 
nearest jobber. We make and do erecting if desired of 
everything in the way of Wire Fence from the low 3’ lawn 
types to husky barriers nine and ten feet high with arms 
and barbed wire. Because of its extensive line and erect- 
ing facilities, Wickwire Spencer offers the hardware trade 
a complete fence service. If your copy of the New Catalog 
has not arrived, fill in and mail the coupon below. 
Wickwire Spencer Steel Company, 41 East 42nd Street, New York City. 
Buffalo, Philadelphia, Chicago, Tulsa, Worcester, Cleveland; Pacific Coast 


Headquarters: San Francisco; Branches and Warehouses: Los Angeles, 
Portland, Seattle 


WICKWIRE SPENCER 
CHAIN LINK FENCE 


Wickwire Spencer Steel Co., 41 East 42nd Street, New York City. 


Send me your latest catalog showing how I can get my share of all the fence 
business, 
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INDUSTRIAL FENCE 






LAWN and GARDEN FENCE 





CI dl. Bocdher to the 
World's Finest Shovel 


ES—“Big Fist” is the brother to 

Wood’s famous Mo-lyb-den-um 
steel shovel. It has the same features 
that helped “Moly” become first 
choice in America’s leading indus- 
tries. Yet, you can sell “Big Fist” 
at a medium price. 


Compare these two shovels carefully. 
See ... “Big Fist” has the same extra 
wide, smooth “Moly-D” handle con- 
struction—the same comfortable Step 
that strengthens the blade and saves 


feet and shoes. “Big Fist” has “Moly’s 
beautifully balanced “feel”, too. 


We're able to supply “Big Fist” at a 


10 


medium price because we made it 
with a special heat-treated steel blade. 
Of course, the higher priced Mo-lyb- 
den-um is tougher. But “Big Fist’s”’ 
blade is a tougher Shovel Blade than 
any other sold at a medium price. 


Sell the shovel with four extra sales wal- 
lops, and extra profit. Ask your jobber. 


THE WOOD SHOVEL AND TOOL CO. 
Piqua, Ohio 


Wood's 
“BIG FIST” 


Shovels :-Spades:-Scoops 
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EXTRA 
SALES 
WALLOPS 
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Put New Life 
into Your Flashlight 
Business 
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_..with these smart Ray-O-Vac 
Silver Anniversary Flashlights 


THE new Ray-O-Vac Silver Anniversary Flashlights and flashlight merchandising possibilities as Ray-O-Vac now 


the new merchandising program are going over big. offers. Ask your jobber salesman . . . now. 


FRENCH BATTERY COMPANY : Madison, Wis. 


light volume and profit. 
6 3 P ‘ , F : General Sales Offices: 20 North Wacker Drive, Chicago 
These flashlights are different—entirely new in design aia REET LE 
Manu. urers 0, ay-U-Y ac lomatic and Standar: asn- 


and appearance. The Satin Silver finish—combined with lights; Ray-O-Vac Flashlight, Radio, Autoradio, Aircraft, 
Ignition and Telephone Batteries; Ray-O-Vac Radio Tubes. 


Dealers everywhere are getting a new picture of flash- 


z the jet black switch section and end cap, and nickel lens 
flange—presents a most striking effect. The herringbone 
i pattern is a real eye-catcher. Plenty of sales appeal in FLASHLIGHTS 
4 the Rotomatic Switch, and other regular Ray-O-Vac 
features of proven popularity. 

Ray-O-Vae Flashlights are backed by a definite, con- 
2 tinuous merchandising program that includes a well- 
: rounded series of effective displays and bulletins on 






AND BATTERIES 





practical sales ideas. You’ve never before had such 
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AMPKOO} 


MIDGET MODEL GAS RANGE 


UST FOR ONCE, let’s quit thinking of the American Kampkook as a camp stove. 
Classify it in your mind as a Midget Model Gas Range. Then use your imagina- 
tion. Visualize your market for that very thing, a Midget Model Gas Range. 


























“What’s the difference,” you say, “what you call it?” 

Just this: We don’t want you to think of the Kampkook as a stove which is sold 
only to campers. Thousands of Kampkooks are sold every year to people who never 
go camping. 

Kampkook is a Midget Model Gas Range: 

1. For light housekeeping. You’d be surprised, how many are used for that pur- 
pose. 

2. For use in farm kitchens in hot summer weather. The small price of Kampkook 
is all some people are willing to pay for an auxiliary stove for hot weather. 

3. For cooking hot, satisfying, perfect meals on picnics. Cold salads and dry sand- 
wiches are no good on a picnic. Hot, Kampkooked food is the thing to have. 
Kampkook business is important business. It will pay you to go after it. Show - 


Kampkooks in your windows. Display them up front in your store, right 
next to the door. 





Kampkook, the Midget Model Gas Range, makes its own 
gas from gasoline. Lights instantly; no generating. 
Burns with a blue, windproof flame, hot- 
ter than city gas. Made in 8 
models. Write for 
prices. 











AMERICAN GAS MACHINE COMPANY, Inc. 


BROOKLYN, N. Y. ALBERT LEA, MINN. OAKLAND, CAL. 
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SRS 


APRESS 


HE WOOSTER BRUSH COMPANY. Wooster, Ohio 
h-7-30-31 
Gentlemen: Without obligation we would like to see the new 


sample line of Wooster Brushes and go over the astounding 
new values with an authorized Wooster distributor salesman | 





about [Insert approximate date here please] i 


Firm 
Individual 
| Address 














| We usually buy most of our paint brushes from 
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—ALWAYS— 
YOUR BUYING INFORMATION 


ON EVERY WORTHWHILE 


HARDWARE BUYER’S DESK 
AT NEW LOW COST! 


HARDWARE AGE CATALOG 


239 West 39th Street New York 
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IME was when a dealer heard the call for 

solder only from protessional users. Now 
housewives, handy men and small boys are all 
prospects! 

Kester did it! For Kester Flux-Core Solder 
is so simple and safe to use that amateur users 
get perfect results in making things or mend- 
ing them. And Kester advertising takes 
this interesting solder-story into more than 
16,000,000 homes in a line-up of 31 magazines! 















» KESTE 








Total number of advertising messages . 
64,944,816. And that means more than the 
number of families: in your own commu- 
nity, too. 


Take it from us . . . and from other dealers all 
over the country . . . that you can make real 
money on Kester. It’s easy to sell... anda 
quick turnover item if there ever was one. A 
full line, too, with profits for you on every 
single item. See your jobber about it now. 
Kester Solder Company, 4205 Wrightwood 
Avenue, Chicago, Illinois. Incorporated 1899. 





Here’s the Complete Kester Line 

Kester Acid-Core Solder—for general home repair use. Small Metal 
Mender Package, 1, 5 or 20 Ib. spools. 

Kester Rosin-Core Solder—used principally for electrical and radio 
work. Small Radio Solder Package, and 1,5 or 20 Ib. spools, and 
5 lb. boxes of 18-inch sticks. 

Also Kester Paste-Core Solder, Body Solder, Bar Solder and Solid- 
Wire Solder for home and industrial uses. 
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PY REX  three-purpose 


refrigerator dishes 






Displayed NOW... Secure Quick Sales! 
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OT weather requires more careful attention to 
the preserving of foods. Hot weather makes the | 
housewife unwilling to work in the kitchen any more i 
than necessary. So now is the time to display PYREX 5 


Three-Purpose Refrigerator Dishes. Their covers fit 
properly to keep food fresh in the refrigerator for a 
surprisingly long time. Their ability to “stack” doubles 
and triples refrigerator space at a time when space is 
especially needed. 





And Pyrex Refrigerator Dishes save the housewife 
much time and work. She can refrigerate—bake—and 
serve in the same dish. Left-overs can be taken straight 
from refrigerator to oven, from oven to table — and 
then only one or two dishes to wash! 


National advertising of Pyrex Three-Purpose Re- 
frigerator Dishes has made women all over the country 
aware of their summer refrigerator ware needs. If you 
prominently display Pyrex Three-Purpose Refriger- 
ator Dishes this month and next, you will get your 
share of the active summer demand for these popular 
items in the famous Pyrex Ovenware line. 





manufacture by Corning Glass Works 


5 
**Pyrex”’ is the trade-mark which indicates é 
Prices slightly higher in the West and Canada 

| 








CORNING GLASS WORKS 
CORNING, N. Y. 
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a HE secret of winning new trade—and 
. holding it—is simply this: Give people 
: good and sound reasons why they should 
s prefer your store—better reasons than 
: competitors offer. 

; One of the best of reasons is .guaran- 
; teed satisfaction — an unfailing promise 
! of their money’s worth if they deal 
with you. 


You can make this promise when you fea- 
ture goods tested and approved by Good 
Housekeeping Institute and advertised 
under Good Housekeeping’s advertising 
guaranty. Such merchandise has been 
laboratory tested or expertly appraised. 
: Its efficiency, its economy of operation, 
a its ability to fulfill all claims have been 





HITCH your SALES 
to this STAR 













fact, thousands of stores make feature 
displays of merchandise advertised in 
Good Housekeeping. They find it profit- 
able to reach out for a larger share of the 
buying confidence millions have in Good 
Housekeeping’s guaranty and Seal of 
Approval. 


Use the appeal of Pocketbook Protection 
to sell more goods for you. Select items 
from your stock which have the Seal of 
Approval, and are regularly advertised in 
Good Housekeeping. Feature them prom- 
inently. Let your customers know that 
you deal in guaranteed satis- 





definitely proved. 


Merchants repeatedly tell us 
that the Seal of Approval and 
a Advertising Guaranty are a 
powerful influence in attracting 
trade and clinching sales. In 


WE FEATURE 
MERCHANDISE 


Guaranteed by 


GOOD HOUSEKEEPING 





ie POCKETBOOK yo -_— ss 
a PROTECTION 










faction. Results will speak for 
themselves. To make your 
tie-up “official” send for the 
colorful window posters and 
counter cards (illustrated above) 
which we offer. Use the coupon. 


GOOD HOUSEKEEPING TRADE SERVICE 





GOOD 





HOUSEKEEPING 


Everywoman’s Magazine 
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57th St., at 8th Ave., New York, N. Y. WA-1-88 


Please send list of currently advertised guaranteed 
merchandise and free selling posters as checked. 


C] Window Size ) Counter Size 


Name of Store RE BE eu 


Street 






City and State 




























LAMPS and LANTERNS 


with the New Sensational 


ROTO-TYPE BURNER 


Program. 


Name 


ERE’S areal hard-hitting proposition...a 
money-saving deal and a merchandising 
plan with a punch, Just the business stimulant 
you need for the coming Lamp and Lantern 
season. Features of this unusual plan include: 


1. FREE Lamp. anew Mode1C331Cole- 


man Lamp FREE with each order for six lamps 
and lanterns. This deal enables you to make your 
customers the following generous allowance: 


y $1.50 Trade-In Offer on any old 


style lamp or lantern. The sale of the FREE 
Lamp reimburses you for the allowances made 
on the six exchange deals. 


3. Advertising Support in National 
Farm Magazines, Mailing Folders, Window 
Display Material, Local Newspaper Advertis- 
ing Help, etc. 


4. Increased Sales and Turnover 
without materially reducing your profit margin. 


These are just a few of the high points of the deal. 
Mail the coupon below for full details. It’s a program in 
trend with the times... designed to help increase your 
Coleman Lamp and Lantern sales this Fall and Winter. 
_ Even if you already have a stock of Coleman Lamps 
and Lanterns, arrangements can be made for you to 
participate in this trade-in allowance plan. Just fill in 
the coupon and address it to your nearest Coleman 
office. Complete information will be sent to you at once. 


The Coleman Lamp & Stove Company 
General Offices: Wichita, Kansas, U.S.A. 


Factories: Wichita, Chicago, Toronto 
Branches: Philadelphia, Chicago, Los Angeles 


THE COLEMAN LAMP & STOVE COMPANY 
(Address Dept. H.A. 33 Nearest Coleman Office) 


Please send me full details of your New FREE Lamp Deal, Trade-In Allowance and Retail Sales 








Address 
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Yes!!! right in the face of chatter that 
runs like this: “Why — it isn’t being done 
e+ They just won’t pay it... Women are 
educated to midget prices ... No sir, we’ve 
got to take smaller profits—get volume... 


Volume’s what we need.” 


B U Pan thank goodness a mighty lot of wise dealers are 

giving mighty serious thought to midget prices 
and midget profits. They're about-facing. They're Jooking ahead to 
where this volume-without-profit thing is leading them. 

And, these prudent merchandisers are looking to Horton 
and the New Perfect 36. 

The eyes of trade and industry alike are being drawn to the 
new Horton—a washer so new structurally, so new in eye appeal 
—that it stands alone and apart from the mass of price washers. 

A washer that is unconditionally guaranteed. Never until now 
has a washer under $100.00 carried such a broad warranty. 

The New Perfect 36 is improved in strength. Tub is cushioned 
in rubber for quiet, vibrationless operation. No bolts in tub—not 
one!—yet it is held absolutely rigid, guaranteed not to weave. 

Tubs are made and porcelain enamelled in Horton’s own 
plant—hence the distinction from standardized mass production 
colors. The exclusive color combinations include: Japanese Red 
and Black—Persian Orange and Black—Italian Green, two tones. 

Latest type Lovell pressure cleanser with oversize balloon 
rollers. Wringer drive mechanism free from tub, a unit with 
main frame construction. Gasoline driven models available in 
same color combinations with choice of Johnson Utilimotor at 
$119.75 or Briggs and Stratton engine at $129.75. 

That’s the story—briefly. Quality through and through, and a 
sensible price that permits a real profit, a living profit to dealers. 

If you are looking ahead — if you’re convinced that price 
alone cannot build satisfactory profits, then for your own best 
interests investigate the Perfect 36 and the Horton franchise. 
Write us. Or, ask your jobber! 


HorTON MANUFACTURING COMPANY, Fort Wayne, Indiana 


HORTON 


Perfect 36 


OOD NAME 
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| Price of $997 
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@ Mothers choose this Vollrath saucepan, for instance, for the safe 
boiling of baby’s bottles. Sterilization can’t hurt Vollrath utensils 
in the least—and water causes not the slightest discoloration. 

Milk, vegetables, cooking fats, meats—these come into contact 
only with smooth, hard-as-glass enamel. 


The name Vollrath in this 
form on the label assures you 
of genuine Vollrath Ware. 





NORTH...sOUTH...zAS1 ...6 Beet 
White Vollrath enamelware ranks high 


Cy. 









... but here are the popular (olors too 


STRONG preference for Vollrath enamel- 
ware that is white. . . yet for colors, too, 
such as ivory, green, blue—should make 
you look to your stock, now that fall 
buying-time is at hand. Have enough 
Vollrath white refrigerator dishes. 
August and September are great months 
for selling these. And Vollrath sauce- 
pans, double boilers, teapots and other 
utensils, either in white, or the colors 
that satisfy the craving for brightness in 
otherwise drab kitchens—these gather 


speedy momentum from now on. 


Know that in Vollrath enamelware— 
perhaps more than in any other utensils 
—is the promise of complete sanitation. 
Every corner rounded . . . the smooth 
surface non-porous , . . handles gas- 
welded on, without a seam or rivet... 
all Vollrath Ware exceptionally resis- 
tant to heat and blows. These are points 
that keep Vollrath sales up. We'd like 
to send you our catalog, showing uten- 
sils White and in Color. The Vollrath 
Co., Sheboygan, Wisconsin. Estab- 
lished 1874. 


Vollrath Ware 
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ANNOUNCING 
New Prices for 1932 


on the BLAIR 
AUTOMATIC 








These new prices are important. For the first time 
you can offer your customers these Blair quality 
mowers at prices only slightly higher than low-priced 
competition. The Aytomatic and Universal lines are 
equipped with Fafnir automatically adjusted ball 
bearings—a fact which makes all the difference in 
the world with regard to ease of operation, efficiency 
and long life. 


The mechanical advantages of the various Blair 
models are being stressed over the radio every 
Thursday evening throughout the year. Listeners 
are constantly advised to “Look for the green Blair 
Label on the handle.” 


The Blair line is complete and includes models with 


which to meet price competition. Write for quota- 
tions and circular of the 1932 line. 


BLAIR MANUFACTURING COMPANY 


Established 1879 


Springfield, Massachusetts 


BLAIR Drawcut 
LAWN MOWERS 
























ABOUT 
HOME 

WORK 
SHOPS 


Tiere are hundreds of 
homes around your store that 
have or should have a work 
shop. 























One _ investigation showed 
these home work shops aver- 
aged an expenditure of $37.60 a 
year for tools. I know several 
of them where the equipment 
has cost over $500 and the own- 
ers say they are the best invest- 
ments they ever made. 


Remember — “cheap” saws 
and tools make any work 
harder. 


Why not start a home work 
shop of your own. “The Atkins 
Saw Book” will show you how 
and tell you where you can get 
plans for making all sorts of 
useful and valuable things. 


And in the home work shop 
you will find why it pays to buy 
the value of quality in service 
of real Atkins Silver Steel Saws. 
And you will find you sell saws 
from a new angle—that of the 
user. 





I asked one of my friends 
who has a home work shop 
what kind of saws he had. He 
said—“I have Atkins Saws that 
I keep for my own use. And I 
have another make of saws to 
loan to the neighbors!” 


When you get to pushing a 
saw with your own muscle you 
will know what “Silver Steel” 
means in holding its edge and 
how Taper Grinding makes the 
saw cut easier and faster. 


The greatest way of making 
customers really want a good 
saw is by showing what it does 
in service—where real value 
proves itself. 


(Signed) 


L§ 











next week. 






WHAT IS AN IDEA WORTH? 


@. course it depends on the idea, but rest assured that the one Sam Sayles 
presents in next week’s issue is an idea that means more tool sales for you. 
In this coming talk Sam deals with a type of prospect some dealers are for- 
getting in their sales programs. For that reason be sure to see Hardware Age 


And, in the meantime, send us your name and address so that we may place 
your name on the FREE mailing list to receive the complete series. 
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ATKIN 

















Wade Wy New. bw 


No. 2 
Back Suw 





| No. 2 Back Saw is 
made of Genuine SILVER STEEL, 
and fitted with an applewood 
handle, handsomely lacquered; 
fastened to the blade with two brass 
screws and medallion, to direct en- 
tire force of stroke on cutting edge 
of saw. The back is made of first 
quality blued steel, pressed on 
back of blade, making it stiff and 
rigid. Used where fine work is 
demanded. 14 points per inch. 
No. 2 Back Saws come in 8, 10, 12, 
14, and 16 inch lengths. 

Every home workshop in your 
neighborhood is a prospect for this 
saw. Explain its merits to the next 
man who wants to see a “real” back 
saw. 


No. 53 Ship 
Pattern 









| | HIS 


saw appeals to high 
class mechanics and 
home craftsmen for general 
carpentry work, and is the most 
popular saw on the market today. 
The blade is of genuine SILVER 
STEEL, taper ground. It is given 
the Atkins Exclusive Damaskeen 
Finish. It has a skew back, and is 
fitted with the ATKINS PERFEC- 
TION HANDLE, made of apple- 
wood, embossed and _ polished. 
Atkins Perfection Handle prevents 
wrist strain. Made in both regular 
and ship patterns. 

No. 53, comes in 18, 20, 22, 24, and 
26 inch lengths. 

To you and your customers the 
Atkins name means quality, and is 
backed by Atkins’ reputation as 
manufacturers of quality saws. Do 
not hesitate to show Atkins SILVER 
STEEL Saws. 

How about asking for your copy of 
“The Atkins Saw Book?” 
Thousands of good cus- 
tomers are paying 10c a 
copy for it. We will send 
you one FREE. 
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Better Business Ahead— 
For Those Who Earn It 


By LLEW S. SOULE 


USINESS is facing a new era—one bred of 

renewed confidence. It is the beginning of 

a movement, which viewed in the light of 

previous eras of business recovery, definitely 
points toward progressive improvement. 

It is but natural that the progress will be slow. 

We cannot expect business to shoot upward like 


. ja sky-rocket, merely because it has reached the 


tt. And yet there are some elements in the 
‘situation which may make recovery more rapid 
than is generally anticipated. Stocks of manu- 
factured goods are low. There are few surplus 
stocks. Meanwhile, two years of wear and tear 
have taken their toll in the homes and on the farms 
of this country. Thousands of items have been 
kept in service beyond the usual replacement 
limit. These items—largely of hardware nature 
—are now reaching a stage where replacement is 
a matter of necessity; where it is actually cheaper 
to replace the items than to repair them. 

There are thousands of homes, factories, barns, 
etc., which have reached the paint replacement 
stage; buildings in which the cost of deterioration 
from now on will exceed the cost of repainting. 

There are thousands of stoves and ranges; coal, 
gas or electrical, which have outlived their use- 
fulness. There are thousands of roofs which need 
new roofing; thousands of buildings which need 
new builders’ hardware and new plumbing; other 
thousands which must be remodeled in order to 
attre-t terants and hold present incomes. 

Thousands of kitchens are in absolute need of 
new cooking utensils—aluminum, granite ware, 
glassware, etc.—new cutlery, linoleum, etc. 


Thousands of farmers are undoubtedly losing 
money today because of worn pumps, obsolete 
tools and equipment, defective or worn out cream 
separators, etc. In other words, thousands of cus- 
tomers are but waiting for enterprising dealers to 
call their replacement needs forcibly to their at- 
tention. If the replacement business alone can be 
made to hit a reasonable stride, it will give a 
tremendous impetus to business. 

With business at the turning point—what are 
retail merchants doing to help it on the upgrade? 
Certainly if it is gradually heading upward, the 
thing to do is to get behind and push. 

How? 

By advertising to the public; by carrying rea- 
sonable stocks; by preparing, in some lines at 
least, to meet anticipated demands; by selling on 
a sensible, practical replacement basis. 

There are some items of hardware today which 
dealers can buy at prices actually below the cost 
of production. There are many items in which 
even a moderate demand would cause shortages, 
if not higher prices. Certainly the dealer cannot 
go wrong in buying reasonably fair stocks of such 
items. 

For nearly two years business progress has been 
held back by the brakes of Fear. Once those brakes 
are fully released, and power applied, business 
will go forward again. Returning confidence is 
gradually loosening the brakes. Power in the 
form of proper purchases for retail stocks, backed 
by proper advertising and selling can do wonders 
right now. ‘There is better business ahead for 
those who earn it. 











Second of a series 
of three short ar- 
ticles by E. J. Clary. 
In the last article 
active selling as a 
means of meeting 
present day condi- 
tions in the retail 
trade was stressed. 
Series concluded 
next week. 


HE “curve” that lies right 
pet calls for something 
besides selling. 

One of these—and this is gen- 
erally admitted by retailers, job- 
bers, manufacturers and observ- 
ers—is store management. As 
one chain store executive put it: 















1. Buying on the basis 
of a thorough knowl- 
edge of the local mar- 


ket. 


2. Economies and effi- 


ciency in_ routine 
operation. 
3. Care in extending 


credits. 
4. Rigid collection prac- 
tices. 
5. Service to the public. 
These things, coming as they 
do, under the heading of store 
management never were so vital 
a part of profitable retailing as 
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Profitable 


they are right now and as they 
will continue to be for some time 
to come. 

Recently a large manufactur- 
ing concern spent a lot of money 
to devise a method by which 
their retailers might survey, at 
little cost, the local market. 
Everywhere, retailers are mak- 
ing canvasses both in the store 
and in the homes to determine 


just what the local market de- 
mands and then, with reliable 
data, buying accordingly. This 
certainly is proof positive that 
the retail end of the business is 
taking things serious as never 
before. 

And while store management 
includes economies, small and 
great, it also includes a full real- 
ization of the value of modern- 
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A half dozen apart- 
ment houses going up 
have been known to 
completely revolution- 
ize the stocks and 
methods of local re- 
tailers in a_ few 
months, and a lot of 
business is going to 
the door of the mer- 
chant who is properly 
prepared for it. 























strides have been 
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Retailing 


izing. Sometimes it is too ex- 
pensive for the retailer to cling 
to his own style fixtures, furnish- 
ings and equipment. In such a 
case, economy is found in the ex- 
penditure of money for equip- 
ment that draws trade, that makes 
for economy in illumination, in 
stock maintenance and in the 
time of the help. 

Say what you will, great 
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made in fixtures 
and store equip- 
ment in the past 
few years. Nearly 
all of these offer 
two important ad- 
vantages to the re- 
tailer. First, they 
increase trade and 
sales because they 
attract it. Second- 
ly, they save the 
time of helpers. 
Thirdly, they keep 
stock in better con- 
dition, reduce 
markdowns and 
lower the rate of 
goods deprecia- 
tion. If a retailer 
is content to strug- 
gle along with an- 
tique fixtures and 
equipment in 1931 
and 1932, he is 
fooling himself. 
The public wants to do business 
in up to date stores. They seek 
out up to date stores. 

Store management necessarily 
embraces a consolidation of the 
financial setup of the business. 
More and more retailers in the 
trade are employing trained ac- 
countants and advisors to help 
them keep their slates clear and 
their books and accounts in apple 















pie order. More and more banks 
are requiring a higher degree of 
efficiency and a higher standard 
in relation to the retailer’s finan- 
cial status and his financial op- 
erations. This will undoubtedly 
become even more the case 
within the next year or two. It 
is a good thing for the retailer 
that this is so. To get an expert 
“check” on matters fiscal is of 
the utmost importance in avoid- 
ing unsound operations that, in 
these. times, can easily lead to 
disaster. 


Better Help Available 


A general improvement in the 
quality of the help is noticeable 
and necessary. Fortunately, there 
never has been a bigger reservoir 
of competent’ and really able 
help available for the retail end 
of the trade than there is right 
now. It is possible to employ 
people of unusual intelligence 
and ability at wages which are 
within reach of the retailer’s 
ability to pay. Good manage- 
ment means hiring such people 
to aid in meeting the all impor- 
tant present need for aggressive 
salesmanship on the floor. 

In this connection, it is not so 
much getting people with the in- 
telligence required to make sales 
as it is to get people willing to 
undergo the extra exertion of do- 
ing so. 

Good management of the kind 
that must prevail in the retail 
trade includes some kind of sys- 
tematic training of sellers and 
store help. In this respect, a lot 
of retailers have fallen far short. 

It is not enough to put a per- 
son on the floor and let them 
work out their own selling prob- 
lems and methods. More and 
more dealers are finding that 


25 





special and continuous schooling 
brings an amazing return in sales 
and ultimately in profits. 

It has become quite common 
in the more progressive stores— 
even the smaller ones—for the 
boss to hold weekly meetings dur- 
ing which sellers are given ideas 
and suggestions as to how the 
average unit of sale may be in- 
creased, what goods to push and 
how, handling the buyer on 
price, floor conduct and so forth. 

These meetings, if properly 
conducted, tend to keep the help 
right up on their toes. They get 
a weekly “reminder” of the 
things that the management ex- 
pects of them and they do not, as 
is natural, engage in a selling 
spurt for a few days and then 
lapse into a state of indifference. 


Stock Keeping 


Store management of the kind 
now most essential covers the all 
important question of stock. 
Modern equipment permits. an 
arrangement of stock that makes 
for convenience, better store ser- 
vice, more reliable inventories, 
less depreciation and ultimate 
markdown, and appearance of 
goods from the floor. But a more 
systematic plan of stock keeping 
and handling is the need. To 
cut down the loss through depre- 
ciation and to keep stock at the 
proper level for maximum cus- 
tomer service and convenience is 
a thing that is going to absorb the 
attention of those dealers who 
are going to “make the curve” in 
safety and carry on when the less 
progressive fellow falls by the 
wayside. 

The fact that great strides 
have been made in this direction 
in the past few years indicates 
its steadily growing importance. 
There are plenty of simple stock 
keeping systems available in the 
trade. 

There is a greater need than 
ever just now for active participa- 
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tion in customer contact on the 
part of the retailer himself. He 
no longer can afford to sequester 
himself behind the scenes and 
let things run themselves out 
front. That day is past. In fact, 
the most progressive retailers 
and those most in tune with 
changing conditions look upon 
themselves as first and all, the 
“star salesmen” of the store. 


Furnish Leadership 


Any retail stafi—whether it 
consists of two or fifty persons— 
requires leadership now as never 
before. To watch contacts, to 
adjust complaints, to make ex- 
tra sales, to save sales otherwise 
lost—these are functions which 
the retailer must perform under 
present conditions and which he 
cannot often delegate to others. 

If, as is generally agreed, the 
primary need is to (1) make 
more sales; (2) sell more goods 
per customer; (3) make a fair 
profit and (4) get a_ bigger 
“spread” over the local market, 
it can be done only through an 
aggressive selling policy in 
which the dealer personally fur- 
nishes the generalship. 

Previously, the growing need 
for buying according to the mar- 
ket was mentioned. And while 
present demands are for a sys- 
tem of buying that accomplishes 
this objective, they also call for 
the addition of items and lines 
which apper to fit the market as 








a means of getting a wider fol- 
lowing. 

The retailer who hesitates to 
enlarge his stock when his judg- 
ment or a test indicates an oppor- 
tunity is certainly not in line with 
progressive retailing as it is prac- 
ticed just now. It has to be al- 
ways remembered that not only 
is retailing changing but the pub- 
lic buying habits change, too. 

Trading areas of the average 
retailer change radically within 
a few short months nowadays. 
You have to keep your ears to 
the ground and your eyes wide 
open. Ordinarily, the potential 
of a local retail market grows at 
the rate of about 11 per cent per 
year. In some cases, it is as high 
as 34 per cent. In others, as 
little as 3 per cent. This. means 
natural growth through incoming 
families and residents. A half 
dozen apartment houses going up 
have been known to completely 
revolutionize the stocks and meth- 
ods of local retailers in a very 
short time—a few months. 

In line with apparent local 
market changes, there also is the 
noticeable effect of rapid trans- 
portation. Through the motor 
car, the bus line and the high- 
speed trolley, a lot of business 
is coming to the door of the 
dealer who prepares for it—by 
making his stocks attractive for 
this class of trade and by mak- 
ing his store interesting enough 
to tempt the distant buyer. 





The Power of Display 


F. GORENFLO, Biloxi, Miss., 

e tells this one: A car dealer 
neglected to set his clock switch, con- 
sequently his showroom was bril- 
liantly lighted all night. A doctor 
returning from a late call about 
3 a. m. stopped on his way home 
and took a good look at a new model 
coupe near the window. To get a 
better look he almost laid down on 
the sidewalk. Next day a car sales- 


man called and sold the M.D. the 
car. Naturally, some explanation 
was due to indicate how the car 
dealer knew of the doctor’s interest. 
It happened that a policeman on 
patrol seeing the medical man going 
through strange motions to look at 
the car, became suspicious and so 
he walked over toward the store. He 
recognized the doctor and told the 
car agent next morning. 
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The Price of Wheat 


HIS morning on the train 
T: read carefully Premier 
Ramsay Macdonald’s open- 
ing address at the London con- 
ference. You should read this ad- 
dress. Study it not only for the 
facts given, but for the manner 
in which these facts are pre- 
sented. To my mind this address 
is a classic in logic and clearness. 
The great point that he empha- 
sized was that the general decline 
in the prices of raw materials 
was the principal cause of upset- 
ting conditions all over the 
world. The whole world, in 
a most drastic manner, has 
learned the lesson that there can- 
not be commercial health and 
well-being without reasonable 
profits on goods sold. The whole 
world has been selling raw ma- 
terials and even full lines of 
manufactured products at cost 
and less than cost, and the result 
of this proceeding, regardless of 
volume, is the complete destruc- 
tion and breakdown of credits. 
Some time ago, in one of these 
articles, I stressed the fact that 
the real barometer of worldwide 
conditions was the price of raw 
materials. As long as wheat, 
corn, copper, lead, sugar, cot- 
ton, etc., are selling at unprofit- 
able prices, there can be no sta- 
bility in the world’s commerce. 
Wheat has been selling in Kan- 
sas at about 27 cents per bushel. 
Wheat is grown in western Kan- 
sas at probably the lowest cost 
in the country, and I understand 
this cost is between 26 and 27 
cents per bushel. This cost can 
only be arrived at by producing 
high-quality wheat and obtaining 
at least fifteen bushels per acre 
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on the average. Small growers 
of wheat cannot compete with 
wheat grown on these enormous 
farms, with the use of modern 
machinery. Even in Kansas it 
is estimated that wheat costs the 
small grower at least 40 cents 
per bushel. 

Someone has well said that 
half of the world does not know 
how the other half lives. Some 
men today live lives so entirely 
different from other men that 
they might as well be on differ- 
ent planets. Recently we had 
negotiations with a manufacturer 
who travels up and down the 
country in his own aeroplane. At 
a meeting the other day he took 
out his watch at three o’clock 
and casually remarked that his 
plane was waiting and he must 
leave immediately for Buffalo, 
in order to keep an engagement 
there for dinner. This gentle- 
man has a summer home in Con- 
necticut and every day he flies to 
and from New York. He has 
his own pilot and this pilot has 
been in his service as his flying 
chauffeur for sixteen years. In 
other words, this gentleman is 
one of the first of the flyers. He 
uses the plane just to save time 
and trouble. He says it is more 
comfortable to travel by plane 
than by rail. 

A neighbor of mine has a wheat 
ranch in the Panhandle of Texas. 
He grows wheat on an enormous 
scale. Some evenings you will 
find him on his porch and he will 
remark: “Yesterday I was down 
on my wheat ranch in Texas.” 
He told me that he could grow 
wheat at 25 cents a bushel. He 
staied that wheat, compared with 





other crops, requires very little 
attention. You do the planting, 
and you do the harvesting, and 
nature does about all the rest. 
Therefore the theory of cheap 
wheat production is first, low- 
priced land, and then the low cost 
of machine planting and machine 
harvesting. This Texas wheat 
farmer states that his wheat har- 
vesting is all done by tractors. 
No horses are used. The harvest- 
ing gang travels over the plain 
like a small army. Every proc- 
ess is carried out by machinery 
as the machines move over the 
fields. Even the bunkhouse and 
the kitchens are on wheels, and 
when the gangs stop at night for 
dinner their beds and their food 
are right with them, regardless 
of the location. One of these ma- 
chines even carries water and a 
shower bath is provided to re- 
fresh the men after a hot day’s 
work. This gentleman states that 
while there is a house on his 
wheat farm, houses actually are 
unnecessary. 

’ There is one item of cost, how- 
ever, that worries him, and that 
is the freight from Texas to Chi- 
cago. He can’t do much with 
this item of expense. However, 
he believes that wheat of the very 
highest quality can be raised in 
certain Eastern States. At pres- 
ent wheat in these States is being 
grown by small farmers at high 
cost. He believes that if he could 
buy enough land in these Fast- 
ern States at the right price, and 
could consolidate enough farms 
into one large farm so he could 
use his wholesale method of 
planting and harvesting, he could 


(Continued on page 71) 
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They Went on a CASH 


The Audubon (Iowa) Hardware Co. Success- 
fully goes over to new policy after twenty- 
six years of the old. Read how they did it. 
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The Broadside 


Circular .... 


Coincident with the 
change of policy 
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from credit to cash, 
the Audubon Hard- 
ware Co. offered a 
number of specials 
to stress the advan- 
tage of buying for 
cash. The upper 
illustration shows 
the cover and the 
larger one shows the 
two pages in the 
center of the circu- 
lar. It was printed 
in two colors 





HE Audubon Hardware 
Co., after being in business 
at Audubon, Iowa, for 
twenty-six years, went on a strict- 
ly cash basis April 1, 1931. 
“We were told it would be 
pretty hard to make the change,” 
said James Lang, one of the 
partners in the business, “but we 
did it, and have experienced no 
unpleasant results. In fact we 


are well pleased with the re- 
sults.” 
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The store is owned and op- 
erated by C. L. Christensen and 


James Lang, partners, who 
bought it twenty-six years ago 
and had a hard struggle the first 
few years to get themselves es- 
tablished in the community. 
Then trade began to come and 
for years they have done a 
flourishing business here. 


87.000 on the Books 


“We decided we didn’t want 
to carry open accounts any 
more,” said Mr. Lang. “We 
found we had about $7,000 on 
the books, and that was too much. 
We had often thought of going 


on a cash basis, but could never 
quite make up our minds before. 
Finally, we decided that if we 
were ever to do it, right now 
would be as good a time as any. 
Under present conditions we 
knew very well that if we con- 
tinued selling on open account, 
these accounts would grow very 
rapidly. We knew that instead 
of having $7,000 on the books 
we would very soon have several 
thousand more than that. 

“Then, too, for another rea- 
son, we thought this a very op- 
portune time. A good many 
hardware items have been re- 
duced in price, and as in going 
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on a cash basis, it is necessary to 
announce some reduction in price 
for cash, we felt we could an- 
nounce these reductions to bet- 
ter advantage on a declining mar- 
ket than we could on a rising 
one.” 

On the back of the cash regis- 
ter, facing the customer, there is a 
big sign reading: “ALL SALES 
WILL BE STRICTLY CASH.” 
The same sign appears at several 
other conspicuous places about 
the store. In the March 19 issues 
of the Audubon News and the 
Audubon Republican, the com- 
pany carried three-quarter page 
advertisements announcing this 
important change in sales policy. 
The announcement set forth the 
following reason for the change: 
Book accounts are costly and the 
consumer eventually pays the 









THE DEMAND TODAY IS FOR LOWER PRICES—AND RIGHTLY 80. 
RETAILERS HAVE BEEN ABLE TO MEET THAT DEMAND OWLY INSO. [UJ 
FAR AS MANUFACTURING COSTS HAVE BEEN LOWERED. THE COST 
OF DOING BUSINESS 1S TODAY NO LESS THAN IT HAS BEEN FOR ¥& 
MANY YEARS. THE ONLY WAY THE RETAIL DEALER CAN LOWER HIS 


cost; a merchant often finds that 
his book accounts amount to 
more than the entire value of the 
stock carried in the store; many 
people abuse the credit privilege 
by being very slow to pay, or by 
never paying at all. 

One paragraph of the an- 
nouncement got to the meat of the 
cocoanut thus: “The demand to- 
day is for lower prices. That 
demand is justified, but cannot 
be met without a reduction in the 
cost of doing business. We are 
meeting that demand by the 
adoption of a cash policy which 
will be to the advantage of our 
customers as well as to our- 
selves.” The advertisement fur- 
ther explained the detailed work- 
ings of the policy in the follow- 
ing manner: “A cash _ policy 
means that we will sell no goods 
on open book accounts, except 
to city or county governments, 
schools or business firms whose 
methods of doing business call 
for payment of all obligations 
every thirty days. With indi- 
viduals all sales will be for cash 
except on such larger items as 
washing machines, stoves, ranges, 
etc. On such purchases we have 
available a finance plan which 


You have read the 
series completed 
last week in which 
Maxwell Droke out- 
lined a_ procedure 
both for controlling 






provides for deferred payments 
similar to those available in buy- 
ing an automobile. In making 
this finance plan available to cus- 
tomers we are not making an 
exception to our cash policy, as 
such purchases are carried by the 
manufacturer, or finance com- 


pany.” 


Telling the Advantages of 
Paying Cash 


The next week the company 
followed with another large dis- 
play advertisement in the local 
papers, further elaborating on the 
cash policy. In this ad attention 
was called to the fact that the 
customer who pays cash in a store 
where book accounts are carried 
is helping to pay for the losses 
sustained by the retailer through 
bad accounts and slow pay. 

April 1 arrived and the cash 
basis was started without any 
unusual event. “Yes, people 
talked to us about it a great 
deal,” said Mr. Lang, “but there 
were no serious complaints. 
Some of our customers even told 
us they thought it would be a 
good thing. 

“Some few who had large 
book accounts here, are now go- 
ing elsewhere to buy their goods. 
When we learn of this we write 
them a letter telling them it has 
come to our attention that, al- 
though they have an unpaid bal- 
ance with ys, they are now going 
elsewhere to buy their hardware, 
and that under the circumstances 







MARGIN OF PROFIT, AND THEREFORE SELL TO THE CONSUMER FOR 
LESS, 1S TO ELIMINATE THE EXPENSIVE AND OUTWORN PRACTICE OF 
DOING A CREDIT BUSINESS. 


credit extensions 
and for making col- 
lections. This arti- 
cle tells the actual 
experiences of a 
hardware store in 
going to a cash basis 
after more than a 
quarter century of 
extending credit to 
its customers in a 
community of 2200 
population 






we shall expect them to come in 
by a given date and settle their 
accounts. Well, they come in in 
response to this letter. Of 
course, many of them get ‘mad’ 
about this, but in many instances 
they get ‘mad’ enough to dig 
down and settle their accounts, 
and that is what we want them 
to do. Some who got ‘mad’ at 
first, and settled their accounts, 
(Continued on page 68) 








OW APRIL | THIS STORE WILL ADOPT A STRICTLY CASH SALES 
POLICY. WE DO THIS IN ORDER TO MEET THE DEMAND FOR LOWER 
PRICES. RETAILERS HAVE ALWAYS RECOGNIZED THAT THE CUSTO- 
MER WHO PAYS CASH IN A STORE WHERE BOOK ACCOUNTS ARE CAR- 
RIED IS HELPING TO PAY FOR THE LOSSES SUSTAINED BY THE RE- 
TAILER THROUGH BAD ACCOUNTS AND SLOW PAY. 
















A CAREFUL SURVEY OF THE SITUATION HAS CONVINCED US 
THAT THE STORES WHO ARE SERVING THEIR COMMUNITIES BEST 
ARE THOSE WHO ARE SELLING FOR CASH. IN THE PURCHASE OF 
LARGER ITEMS SUCH AS STOVES, WASHING MACHINES, ETC, WE 
HAVE AVAILABLE A PAYMENT PLAN IN WHICH THE PURCHASER CAR- 
RIES THE FINANCE CHARGE WITHOUT PENALIZING THE PURCHAS- 
ERS WHO PAY CASH, AND WHICH, SO FAR AS THE RETAIL DEALER IS gh 
CONCERNED. I$ A CASH TRANSACTION AS THE DEALER IMMEDIATELY & 
TURNS THE FINANCE PAPERS INTO CASH. THIS PLAN WILL STILL BE 

AVAILABLE OW LARGER PURCHASES. 





















| FOR MORE THAW TWENTY-FIVE YEARS THIS STORE HAS BEEN 
| SELLING OW.OPEN BOOK ACCOUNTS. AFTER APRIL 1 THIS PRACTICE 
| WILL BE DISCONTINUED. WE DO NOT ASK YOU TO TAKE OUR WORD 
| FOR IT THAT THE NEW POLICY WILL BE TO YOUR ADVANTAGE AS A 





CUSTOMER. WE INVITE YOU TO BUY BY COMPARISON. WE URGE YOU 
TO INVESTIGATE AND LEARN IF THE PRIVILEGE OF SAYING 
CHARGE IT 1S NOT AN EXPENSIVE PRIVILEDGE. 
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Easy 


Customer 


Twenty -second 
of a series of 
short articles 
for the man on 


the sales floor. 


USTOMERS naturally 
group themselves into 
classes according to 

prominent characteristics. Any 
retail salesman can tell you of 
cautious buyers, free spenders 
and tightwads. He can point to 
local examples of cranky custom- 
ers, unreasonable customers, ar- 
rogant customers and customers 
who never seem able to make up 
their minds when shown a vari- 
ety of merchandise. He can also 
pick out several persons whom 
he designates as “easy” custom- 
ers; customers who trade regu- 
larly at the store in question, 
who are easy to serve and never 
cause the salesman any trouble. 

Somehow it seems to be human 
nature to neglect the easy cus- 
tomer; to take him for granted 
while we put ourselves out to 
satisfy the person who demands 
service. In the store where I re- 
ceived my hardware training I 
remember particularly one dis- 
agreeable woman who kept us 
all on edge. You could tell when 
she entered the front door by the 
rush of “clerks” to the rear. 
Every man who could dodge her 
without the. boss knowing it did 
so. and I was no better than the 
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Don’t Negleet the 








others. Despite the fact, how- 
ever, she always received the 
best price and a maximum of 
service. Fear of her sharp 
tongue put a premium on her 
disagreeableness. 

In direct contrast to this cus- 
tomer was a pleasant old lady 
who came in regularly for her 
hardware needs. When we were 
busy she waited patiently until 
we were at leisure, then placed 
her order and paid cash for her 
purchase. We took her trade for 
granted, and while we never in- 
telligently slighted her, she did 
not always receive the prompt 
attention and careful service to 
which she was entitled. 

One day she happened to come 
in when the one clerk who was 
not waiting on customers was 
busy marking goods. He didn’t 
mean a thing out of the way, but 
he just kept on marking goods 
unti! he had finished the job; then 








he prepared to take her order, 
only to find that she was gone. 
And that was not all—she never 
came back. Naturally the boss 
noticed her absence, and com- 
mented on it. Finally he investi- 
gated and learned the truth. She 
had noticed an apparent lack of 
promptness -and_ service with 
slowly kindling resentment. The 
last visit brought the straw that 
broke the camel’s back. 

That night the “Old Man” 
called us together for our first 
store meeting. What he told us 
will linger long in our memories. 
“We make our money from our 
friends,” he said. “Our enemies 
don’t trade with us. We hold our 
business by handling good mer- 
chandise at right prices and by 
giving proper service and cour- 
tesy. Our customers can buy the 
same goods we sell at a hundred 
different places and at the same 
prices. The only advantages we 
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have are those of personality and 
service. 

“From now on,” he added, 
““we are going to pay more atten- 
tion to our easy customers. I 
shall expect you to treat every 
person who enters this store with 
the same courtesy, respect and 
consideration you give to the 
wealthiest prospect on our list. 
I don’t want you to take a single 
thing or a single person for 
granted. Our easy customers will 
be just as easy for some one else 
if our attitude turns them to some 


other store. What we want is not 
“easy customers” but satisfied 
ones—customers who like us and 
our service so well that they are 
glad to buy our goods in order 
to meet us and get that service. 
The next man I see neglecting 
a customer will be out of a job. 
I mean it, boys; the meeting is 
adjourned.” 

There isn’t much more to tell. 
Business improved steadily, and 
we closed that year with a 25 
per cent increase over the pre- 
ceding one. 








Check up on yourself. Ana- 
lyze the treatment you accord to 
those who are apparently easy to 
satisfy. If you really want to 
know just how you stand on the 
treatment of customers, make a 
list of the people who have been 
trading with you for a year or 
more. Then get a list of all who 
were trading at the store a year 
ago. The percentage of loss will 
answer your question. It may 
also indicate why certain sales- 
men in the store draw larger 
salaries than the others. 


How Bird Sale Added New Accounts 


B. DIETRICH of Diet- 
H rich Hardware Co., 29 
® Main Street, Sala- 
manca, N. Y., has held canary 
and love bird sales to create an 
all year demand for bird cages, 
bird seed, bird accessories and 
equipment. The first sale was 
held prior to the Christmas sea- 
son and another was conducted 
just before Easter. During that 
first sale more than $900 worth 
of birds and supplies were sold 
in four days and eighty new ac- 
counts were opened. 
Advertisements were run two 
days before the sale and on the 
first two days of the sale. The 
advertisements stated that the 
company did not wish to sell the 
birds for cash, but on a time pay- 
ment basis. It was admitted that 
the Dietrich store was after new 
names on its account books. Ca- 
naries were sold for $4.95 each, 
under the direction of The Paul- 
Mark Co., New York City. Down 
payments were 45c. With each 
bird a written guarantee was 
given. Those which did not sing 
by Dec. 17 were to be exchanged 
on that day only. Customers 
wishing refunds were accommo- 


dated. 
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In addition to the 500 canaries 
and bird supplies disposed of in 
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iP Dietrich Hardware Co. 


29-31 Main St., 









the first sale, love birds in pairs 
were offered. They were also 


sold on a time payment basis. 
No particular display material 
was used, although a few birds 
were placed in their cages in the 
display window. The balance of 


the bird stock was placed in the 
interior of the store in original 
cases, obviating the necessity of 
unnecessary handling. 

Of the sale H. B. Dietrich said, 
“We were quite skeptical of such 
a sale, but were willing to try it 
once and now we are glad we 
did.” Speaking of the birds he 
said, “The birds were a fine lot 
and turned out as advertised so 
it has given us added prestige in 
the community.” 

In the Dietrich store, the spe- 
cial seasonal bird sale is consid- 
ered the most feasible way of 
handling such a line. But the 
accessory business is there all the 
year around. Some stores, par- 
ticularly in smaller towns, not 
having pet shops might find it 
advantageous to keep just a few 
birds on hand as a reminder to 
customers that birds are handled 
by the store. 

Like the Dietrich store the re- 


tailer in the small town could 


very well conduct occasional 
bird sales, under the direction 
of a bird importer. The replace- 
ment business on bird seed, bird 
baths, cages and other bird items 
would help increase business 


considerably. 
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Utensil Sales and Profits 


Points that have produced results 
in hardware stores where utensils 


are merchandised and SOLD 


HILE a good many 
hardware dealers have 
built kitchen utensil 


sales to a highly profitable ba- 
sis, others have handled them in 
a way that puts them and keeps 
them in a minor class of mer- 
chandise, and the reasons for this 
are not hard to see. As a mat- 
ter of fact, with the right kind of 
merchandising, utensils can be 
made a very important depart- 
ment of any hardware business 
and one that produces a worth- 
while and steady profit the year 
round. It is true that there is 
some pretty keen competition in 
utensil sales as 

far as the dealer 

is concerned; 


but the hard- 





ware man has certain advantages 
in bucking this competition and 
has shown that he can do it suc- 
cessfully. 


Reaching Volume 


A line such as kitchen utensils 
presents some special problems 
which must be solved if an ade- 
quate sales volume is to be 
reached. They are only partially 
a demand item. They sell best 
when they are treated as a spe- 
cialty and when they are dis- 
played and pushed as a shopping 
item. Merely to stock utensils 
and then trust to the local public 
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to ask for what they want in the 
way of utensils isn’t enough. I 
know of some cases where uten- 
sil sales have been tripled and 
quadrupled merely through an 
aggressive effort on the part of 
the dealer to get them out front 
and keep them there. 

It is possible for the hardware 
store that really goes after uten- 
sil sales to get as many as four 
and even six turnovers a year. 
The average rate, however, is said 
to be around two to three turns a 
year. 

There. are certain types of 
utensils which sell better in some 
localities than in others, espe- 
cially where the hardware store 
happens to be the outlet. The 
lower priced utensils usually find 
a certain demand in nearly every 
community, but 
the higher 
priced alumi- 
num goods will 
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require a sure and definite mar- 
ket. The hardware dealer is 
well able to size up his local 
utensil market and buy accord- 
ingly, and this is a really impor- 
tant part of the job of building 
utensil sales. 

What Is Called For 


In order to sell kitchen uten- 
sils in fair and profitable vol- 
ume, certain things are called 
for: 

(a) Display, including win- 
dow displays. 

(b) Special inducements (to 
be discussed hereinafter). 

(c) A well-rounded line suited 
to local needs. 

(d) Counter selling. 

Now, a word as to display. 

The experiences of the larger 
department stores have been that 
kitchen utensils move faster 
when they are displayed in mass, 
so that the hardware dealer will 
find that when he gives over a 
window, an aisle or a counter to 
utensils, the results will be better 
if he follows this lead and goes 
in for mass displays. 

The display and merchandis- 
ing helps of manufacturers are 
especially valuable in connection 
with utensil selling. This is par- 
ticularly true in the case of win- 
dow setups. Some of the pieces 
supplied are very attractive and 
arrest the attention of women 
passing by on the sidewalk as 
few other displays will do. 

Inside displays of utensils 
should be orderly, with exami- 
nation and inspection made easy 
and convenient. In order to at- 
tract, the utensil stocks should be 
arranged with as much care as 
they would get in a well-man- 
aged home kitchen. To display 
utensils under such conditions is 
to allure many women customers 
to buy them. It is hard for a 
woman to pass up an exception- 
ally attractive utensil display, es- 
pecially when that display is in 


JULY 30, 1931 








the store and ready for inspec- 
tion of individual pieces. 

In regard to special induce- 
ments, the hardware dealer gets 
all sorts of propositions which in 
the end really amount to a pre- 
mium proposition. But many of 
these deals fail to get the results 
sought either in sales or profits. 
On the other hand, selling uten- 
sils in combination or on the 
special sale basis has the effect 
of swelling the utensil sale unit 
and the profits therefrom. 
Selling in “Sets” 


Where utensils are displayed, 
shown and talked up in combi- 
nations or sets, the result always 
is better. A woman who drops in 
to buy a stewpan will listen to a 
proposition by which she can ac- 
quire a frying pan to match, a 
collender or a roasting pan, pro- 
viding the dealer can make it 
worth her while. 

In fact, profits in utensils, in 
so far as the hardware retailer is 
concerned, come from merchan- 
dising the goods on this basis of 
sets. After all, it is largely a 
matter of sales effort at the coun- 
ter. By showing and talking up 
the quality of the line and by 
offering an inducement to fill out 
the old set or get an entirely new 
set, turns the trick. The depart- 
ment stores have learned that the 
way to sell utensils in sets is to 
show them and offer them in sets 
with certain inducements for the 
customer to buy more than she 
may have had in mind. 

The trouble with utensil sales 
in many hardware stores is this: 
the line is (1) too small, (2) too 
limited in scope, (3) improperly 
selected for local demands, or 
(4) out of line in price range 
with the local consumer market. 

It has been proved often 
enough that only an adequate 
stock of utensils will induce the 
public to buy from hardware 
stores, and that where the hard- 









ware man merely carries a short 
line as a minor convenience mat- 
ter, he cannot expect to build up 
his utensil business. After all, a 
fairly heavy inventory on uten- 
sils offers small risk, since the 
goods is not perishable nor does 
it suffer from depreciation where 
the dealer takes pains to keep his 
working and reserve stock in 
good shape and well protected. 

The only way that a hardware 
store can build up a good, steady 
business on utensils is by letting 
the people know that there is a 
wide selection at fair prices on 
hand and then the inevitable re- 
sults in repeat orders. 

As to Selling— 

Like all similar specialties car- 
ried by hardware dealers, the 
utensil has to be sold. It is, of 
course, both a demand item and 
a shopping item; people do come 
in and ask for a certain definite 
utensil, but a great many sales 
are made (and these are the most 
profitable) to customers in for 
another item and who happen to 
see and fancy a utensil on open 
display. 

Once the sales person has the 
attention of the utensil customer, 
the kind of salesmanship utilized 
will determine the amount of the 
sale. By showing utensils in 
combination, explaining their 
points of quality a great deal can 
be done. 

As a general rule, utensil dis- 
plays are worth front store posi- 
tion and their sale increases to 
the degree that they get it. It 
has been found advisable to 
maintain a certain number of 
combination or set displays along 
with odd pieces with each item 
price ticketed for the convenience 
of the shopper. 

All of these points have pro- 
duced results in hardware stores 
alive to the fact that kitchen uten- 
sils have to be merchandised— 
displayed and sold. 








CHARLES F. ABBOTT 


E must learn that fair 
volume coupled with 
fair profit is far more 


desirable than maximum volume 
coupled with minimum profit or 
no profit at all. 

The profit record in most of 
our industries has been anything 
but encouraging. We have been 
dissipating important natural re- 
sources at cost, and frequently— 


at a loss. Under such conditions 
public welfare is adversely 
affected. 


Goods that must be sold at a 
loss represent so much capital 
and labor thrown away. Distress 
sales inevitably result in a cur- 
tailment of industrial activity 
and unemployment. When in- 
dustry is profitable, labor is 
profitable, and these profits are 
spent for goods. When industry 
is unprofitable, labor is thrown 
out of employment and consump- 
tion is reduced, thus causing a 
vicious circle. We will never 
permanently solve the unemploy- 
ment problem until industry is 
capable of producing profits that 
will make possible a reserve to 
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Profitable Salesmanship of the 


Future 


Salesmen Must Blaze a New Trail for Profits—Production 
Minded Higher Ups Have Forced Volume Without Profit— 
Profit Reserves Must Be Available to Protect Employment as 
Stockholders—Taken from 


Address to National 


Council of Traveling Salesmen’s Associations. 


By CHARLES F. ABBOTT 


Executive Director, American Insti- 


tute of Steel Construction, 


meet unemployment conditions 
similar to that set aside to pro- 
tect the interests of stockholders. 

If Moses had given us eleven 
commandments instead of ten, 
the eleventh might well have been 
“Uphold the Sales Price.”’ Short 
of downright dishonesty, there is 
nothing so unethical in business 
as cutting the price for the sake 
of getting an order. 

Financial interests and ihe 
public are demanding more effi- 
ciency in distribution and less 
waste. They are demanding 
profits and they run away quick- 
ly when profits are lacking. 


Handwriting on the Wall 


A few of the more progressive 
concerns have seen the hand- 
writing on the wall and have 
adapted their methods to meet 
the new conditions. They are the 
ones who are profiting the most. 
The large majority, however, 


have been slow to make any ° 


change. It has been difficult for 
many to accept the idea wherein 
“net profits” is the only item 
that holds the attention of those 
in control. They are the ones 
who have held tight to the old 
ideas. They have been driven to 
price cutting as the only means 
by which volume could be se- 
cured. They have found that 


Inc. 


volume was constantly decreas- 
ing and prices going lower and 
lower. 

The whole structure of busi- 
ness is based upon profit and not 
upon the mere production or ex- 
change of commodities. 

There is only one way to make 
money in business. That way is 
to sell the goods produced at a 
profit. The fact that there are 
many in every line who are mak- 
ing a profit proves that knowl- 
edge and self restraint are not 
without their rewards. It takes 
courage to look a large order 
squarely in the face and say 
“No,” if it is not in accord with 
established terms and _ prices. 
Nevertheless, there are salesmen 
in highly competitive industries 
who are displaying that courage 
year in and year out. True they 
may not have the big volume, but 
they have not been drowned in 
red ink. 

There is no credit for anyone 
when an order is taken at a cut 
price. The buyer may gain a 
temporary benefit and the seller 
has the order, but in the end both 
buyer and seller lose far more 
than they gain. The buyer offers 
encouragement to price demoral- 
ization and he can never tell 


when his price is right on his fu- 
(Continued on page 68) 
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UGGAGE has demonstrated 
its money making possi- 


bilities to the satisfaction 
of several enterprising hard- 


ware stores. To our knowledge 
this line is being sucessfully 
handled and sold by the Kirk- 
Hutton Hardware Co., New Cas- 
tle, Pa.; the Wilken-Leonard 
Hardware Co., Youngstown, 
Ohio; Swank’s, Johnstown, Pa.; 
Stambaugh-Thompson, Youngs- 
town, Ohio; Neyhart’s, Williams- 
port, Pa., and the Clossman 
Hardware Co., Zanesville, Ohio. 
Doubtless many more hardware 
stores are also selling luggage 
with considerable success. Other 
hardware merchants, who are 
seeking new and profitable lines 
to add to their stocks may well 
consider the opportunity offered 
by merchandise of this type. 
There is no denying that in 
many instances a survey of the 
local trade territory will reveal 
that many hardware stores are 
located in towns large enough to 
provide a good luggage market, 
which is being served inade- 
quately if at all. Prospective 
luggage customers residing in 
such trade territories are often 
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forced to visit out-of-town 
sources of supply in order to 
have their needs satisfactorily 
met. A well sustained demand 
for luggage exists throughout the 
year and at certain seasons the 
demand is especially brisk, but 
let us draw upon the experience 
of Earl Beckett, who has charge 
of the luggage department in the 
Clossman Hardware Co., Zanes- 
ville, Ohio, for other straight- 
from-the-shoulder facts regard- 
ing the luggage business. 

This store first added luggage 
to its stock about ten years ago. 
At the start a relatively small 
stock was carried. Only one 
sample of approximately twelve 


different articles of hand lug- 
gage formed the nucleus for a 
stock which has been enlarged 
until it is now valued at about 


$2.500 and is turned from three 


to four times annually. This 
conservative start enabled the 
firm to “feel out” the local de- 
mand and to gage the future 
stock in keeping with their find- 
ings, without entailing a large, 
or unsuitable initial investment. 

As conditions warranted it 
other items, such as fitted cases, 
ladies’ hand bags, men’s bill 
folds, trunks and related articles 
were added to the stock until it 
is now as comprehensive as that 
of many exclusive luggage shops. 
As might be expected, the mode 
of travel exerts a strong influence 
on the type of luggage desired 
by travelers. With the increase 
in auto travel the demand for 
large wardrobe trunks dimin- 
ished appreciably, while the 
small type of wardrobe trunks 
and wardrobe suitcases, suitable 
for motor use, increased in popu- 
larity. Special luggage is also 
being offered for airplane trav- 
elers and is extremely light in 

(Continued on page 48) 





W. G. “Bill” Gorenflo, W. F. 
Gorenflo, Jr., and W. F. Gor- 
enflo, Sr., in front of their 
store at Biloxi, Miss., a town 
with 17,000 population 


How Gorenftlo of Biloxi. Miss.. Selis 


Eleetric Refrigeration 


LTHOUGH Bill Gorenflo 
doesn’t follow the ice man 


around town looking for 
electric refrigeration prospects, 
he does canvass Biloxi, Miss., 
very thoroughly, promoting the 
sale of both domestic and com- 
mercial equipment. The line 
was added to the stock of W. F. 
Gorenflo Hardware Co. early in 
1930. Bill, son of the owner, 
went to the refrigerator factory 
school and learned how and when 
and why the equipment works. 
He studied the application of 
commercial electric refrigera- 
tion as it helps the florist, butch- 
er, ice cream parlor, hotel, res- 
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taurant, hospitals, ‘bakers and 
grocers. 
tance of insulation. He can tell 
when it is practical to install a 
unit in an existing box and when 
it is necessary for the prospect 
to consider a complete new out- 
fit. In less than two years he has 
become recognized as a refrig- 
eration expert, and while he 
never ceases to ring doorbells 
and to “stay with a prospect” he 
is actually being sent for by com- 
mercial users. 

Sales the first year were 46 
units, totaling a little more than 
$13,000. The first three months 
of 1931 15 units were sold. 


He knows the impor- 


Early in April a very elaborate 
outfit was installed in the new 
Biloxi hospital, a sale on which 
Bill worked for many weeks. 
He got the order because of the 
thoroughness with which he han- 
dled the requirement. Natu- 
rally on this kind of an order he 
faced competition from two or 
three other local dealers, from 
dealers in nearby towns and from 
the light and power company. 
It’s pretty hard to catch Bill 
at the store. He has combed the 
commercial prospects and has a 
regular follow-up system of calls, 
giving more frequent attention to 
those who show special interest. 
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.;tioning. . One. or.two commercial 





Once a week the local paper car- 


ries an advertisement, and of 
course circulars and direct mail 
campaigns are used all the time. 
This advertisement, however, 
doesn’t help much on the com- 
mercial accounts, but has devel- 
oped plenty of leads for domes- 
tic equipment. 

Bill watches the summer col- 
ony for newcomers and goes to 
work with a personal call on 
every one of them. The old- 
timers get a steady series of calls 
also. Whenever possible he takes 
prospects for both types of re- 
frigeration to the nearest satis- 
fied customer. The latter is usu- 
ally enthusiastic and offers a 
very potent selling aid. 

Business to date has been 60 
per cent for home machines and 
40 per cent for commercial 
equipment, with free service ren- 
dered three years and one year 
respectively. Bill is also the 
service man—the kind that 
doesn’t wait for trouble. When 
equipment has been installed ten 
days the customer receives a call 
to make sure the machine is 
working satisfactorily and to be 
sure the user fully understands 
how to use it. This forestalls 
service calls later, and elimi- 
nates troubles before they start. 
Gorenflo’s records show only one 
real serious difficulty, and that 
was due to. faulty connections 
which were soon tightened. . 
~ Most: of the refrigeration sales 
require financing. It is the pol- 
icy of this store to get 25 per 


cent down payment with 12 


monthly installments -on .domes- 


‘tic machines and: to ‘get at least 


10 per cent down with not more 
than 24 mionthly payments on 
commercial accounts. Thepaper 


is handled through the manufac- 


-turer, and with more_than. $20,- 


000 in sales for 18 months there 
hasn’t been. any grief worth men- 
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users, due to poor business have 
been a little slow, but they have 
paid interest and no losses have 
been experienced. 

The addition of electric re- 
frigeration has provided at a 
good margin the necessary high- 
er unit of sale with large volume 
to more than offset the general 
decline throughout the Gorenflo 
stock. The Gorenflos are natu- 





rally enthusiastic about the line 
and expect to build an increas- 
ing profitable business with re- 
frigeration. Two or three home 
models are on the sales floor at 
all times and attract an occa- 
sional prospect that develops into 
a sale, but the real business this 
store gets comes from knowing 
what it’s all about and going 
after logical users. 





Putting the Bathroom in the Picture 


XPERIENCED  merchan- 
kK disers agree that the way 

to get the profitable vol- 
ume on plumbing equipment in- 
tended for bathrooms is to set 
up model rooms right in the 
store and occasionally in the 
window. S. V. Pfeiffer Co., 
New Braunfels, Tex., does both 
all of the time. These sample 
rooms are about 10 ft. square 
each and are most complete with 
appropriate wall finish, built in 
soap dish, shower curtain, lights, 
medicine cabinet, etc. Each of 
these models appealing to dif- 
ferent pocketbooks presents not 
only merchandise, but the big 
idea and creates in the minds of 


prospects an urge to have such 
bathrooms in their own homes. 
Fred. R. Pfeiffer, manager of 
the business, has never regretted 
the effort and space put into 
these displays. In fact he is so 
delighted with results that he is 
considering the erection of a 
model kitchen with the same 
idea. Nearby are board displays 
providing an opportunity to 
show some variety of wash bas- 
ins, tubs, toilets, toilet seats, 
medicine cabinets, toilet paper 
rollers, towel racks and_ glass 
shelves. People are always 
looking at these two models and 
frequent requests for the price 
are heard every week. 













Cuicaco, ILt.: Advise address of 
the Brass Goods Mfg. Co.—Weinman 
Brothers. 

ANSWER: Brass Goods Mfg. Co., 
345 Eldert St., Brooklyn, N. Y. 


* * * 


Hickory, N. C.: Furnish address 
of the Garden City Sand Co., who 
make a brush coat for whitewashing 
brick houses. —Shuford Hardware 
Co. 

ANSWER: Garden City Sand Co., 
228 N. LaSalle St., Chicago, III. 


* * * 


Hats, Tenn.: Who makes Rubon 
floor mop?—Privett & Williams. 

ANSWER: Rubon Woodfinishing 
& Products Co., Kansas City, Mo. 


* * * 


Ricumonp, Inp.: Provide address 
of the Norris Sash Pulley Co.—Irvin 
Reed & Son. 

ANSWER: Products of this com- 
pany may be obtained from Frank 
B. Sloan & Co., 4404 Keswick Road, 
Baltimore, Md. 


* * * 


Troy, Onto: Who makes spring- 
leys, which are used at Christmas 
time for making cookies?—Zerkel 
Brothers. 

ANSWER: G. M. Thurnauer Co., 
6 E. 20th St., New York City. 


* * * 


INDEPENDENCE, Iowa: Provide ad- 
dress of the Riddle Electric Fixture 
Co.—Woodward Hardware Co. 

ANSWER: Edward N. Riddle Co.., 
Toledo, Ohio. 


* * * 


New Haven, Conn.: Who makes 
the Eureka line of paint sprayers?— 
The Jackson-Marvin Hardware Co. 

ANSWER: Eureka Spray Equip- 
ment Co., Richmond Hill, N. Y. 


* * * 


MonTrEAL, Que., Can.: Where can 
we procure gold fish and gold fish 
bowls? Also willow clothes baskets? 
—Richardson & Bureau, Ltd. 


ANSWER: Gold Fish—Wm. H. 
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Information regarding 
sources of supply as 
provided readers of 
Hardware Age by its 
Buyers’ Catalog Depart- 
ment is here presented 
as an aid to others in the 
trade who may be seek- 
ing the same articles. 
The inquiries published 
herewith have been se- 
lected because of their 
general interest to hard- 
ware merchants and buy- 
ers. 


Tricker, Saddle River, N. J.; Grass- 
folks Fisheries, Inc., Martinville, 
Ind.; and J. J. Wade & Co., Toledo, 
Ohio. Gold Fish Bowls: Cambridge 
Glass Co., Cambridge, Ohio; Co-Op- 
erative Flint Glass Co., Beaver Falls, 
Pa., and H. C. Fry Glass Co., Roches- 
ter, Pa. Willow Clothes Baskets: 
Shelton Basket Co., Shelton, Conn.; 
Marion Basket Co., Marion, Ind., and 
United States Wicker Furniture Co.., 
Hoboken, N. J. 


* * * 


Camprivce, Mp.: Who makes 
aprons suitable for use in canning 
houses, which measure about 26 in. 
x 36 in. and are made of cotton drill 
that is treated on both sides? —The 
Herbert Hearn Hardware Co. 

ANSWER: Fulton Bag & Cotton 
Mills, 330 Wythe Ave., Brooklyn, 
N. Y.; Windermere Products Mfg. 
Co., 1870 E. 59th St., Cleveland, 
Ohio; W. E. Hettrick & Son, Toledo, 
Ohio, and M. L. Snyder & Son, Third 
and Arch Sts., Philadelphia, Pa. 








Monroe, Micu.: Who makes the 
Imperial tubing cutter used in cut- 
ting copper tubing?—Weis, Sand- 
rock & Co. 

ANSWER: The Imperial Brass 
Mfg. Co., 1200 W. Harrison St., 
Chicago, III. 

* * * 

Brooktyn, N. Y.: Advise where 
the Falls Rivett Co., is located.— 
Metropolitan Paint & Hardware Co. 

ANSWER: Falls Rivett Co., Kent, 
Ohio. 

* * * 

Lanprum, S. C.: Who makes the 
Buckeye horse drawn mowing ma- 
chine?—J. C. Brown. 

ANSWER: Mast, 
Springfield, Ohio. 

New York, N. Y.: Who makes the 
Aunt Hannah knitted shopping bag? 
—Metro Housewares Co. 

ANSWER: Nitram Mfg. Co., 274 
Madison Ave., New York, N. Y. 


* * * 


Toms River, N. J.: Who makes 
Galvantum, which is a paint for 
priming galvanized iron? — Main 
Paint Supply. 

ANSWER: Goheen Corp. of New 
Jersey, 200 Emmett St., Newark, 
N. J. 


Foos & Co., 


* * * 


Guen Ettyn, ILx.: Provide names 
of several manufacturers of sweep- 
ing compounds.—Patch Bros. 

ANSWER: White Star Refining 
Co., 303 Grand Blvd., Detroit, Mich. ; 
Continental Mfg. Co., 1325 Chocolate 
Ave., Indianapolis, Ind.; Jno. C. F. 
Snyder & Sons, Inc., 2300 N. 28th 
St., Philadelphia, Pa., and Dustbane 
Products Co., 3629 S. Ashland St., 
Chicago, III. 

* * * 

TANNERSVILLE, N. Y.: Who makes ° 
cretonne and velvet covered clothes 
hangers?—TI. Olin. 

ANSWER: Montgomery, 
Jacksonville, III. 


* * * 


Keith, 


BrENHAM, TEX.: Who makes the 
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Royal Regent gas stove?—G. Her- 
mann Furniture Co. 

ANSWER: Regent Stove Co., De- 
troit, Mich. 

* * * 

TAMAQUA, PA.: Who makes the 
Success lawn mower?—J. Howard 
Williams. 

ANSWER: American Lawn Mower 
Co., Muncie, Ind. 


* * x 


Wuitinc, Inp.: Who makes the 
Four Brothers Elinor fishing reel ?— 
Kozacik Hardware Co. 

ANSWER: Enterprise Mfg. Co., 
Akron, Ohio. 


* * * 


Norwalk, Conn.: Who makes a 
hedge trimmer of the type which the 
operator suspends by a strap about 
his neck and operates the cutter by 
turning the crank?—The Gillespie 
Hardware Co. 

ANSWER: Detco Mfg. Co., 
Pa. 


Oaks, 


* * * 


ZANESVILLE, OuH10: Who makes a 


The Siver Hardware Co., Waukegan, III., 


device for slicing potatoes thin 
enough to make potato chips? It 
may be either hand power or elec- 
trically operated. — Wilking Hard- 
ware Co. 

ANSWER: Sullivan Machine Co., 
Toledo, Ohio. 


* * * 


Port Cuester, N. Y.: Who makes 
secret locks ?—Muffs, Hoffman & Co. 

ANSWER: Hagstrom Mfg. Co., 25 
Maple Ave., Glen Cove, N. Y.; 
Glynn-Johnson Corp., La Porte, Ind.; 
P. E. Guerin, 23 Jane St., New York 
City; A. M. Johnson, 633 E. 15th 
St., Brooklyn, N. Y.; Bayer-Gard- 
ner-Himes, Inc., 101 Park Ave., New 
York, N. Y., and Brunner & Co., 460 
Broadway, New York City. 


* * * 


ArTHuR, ILL.: Who makes an all 
copper carpenter’s framing square? 
—William L. Mast. 

ANSWER: Sargent & Co., New 
Haven, Conn.; Brown & Sharpe Mfg. 
Co., Providence, R. I.; Peck, Stow 
& Wilcox Co., Southington, Conn.; 





Nicholls Mfg. Co., Ottumwa, Iowa; 
Southington Hardware Co., South- 
ington, Conn.; Stanley Rule & Level 
Co., New Britain, Conn., and Tainter 


& Co., 485 Irvington Ave., Elizabeth, 
N: 
* 
Dansury, Conn.: Who makes a 


gage which clamps on the ordinary 
steel square? Also advise who dis- 
tributes Swedish steel chisels made 
by E. A. Berg, Eskilstuna, Sweden.— 
H. E. Meeker. 
ANSWER: 
ell Pratt Co., ( 
S. Starrett Co., 
& Sharpe Mfg. 


1—Millers Falls-Good- 
sreenfield, Mass.; L. 
Athol, Mass.; Brown 
Co., Providence, R. L; 


Nicholls Mfg. Co., Ottumwa, Iowa, 
and Sargent & Co., New Haven, 


2—Sandvik Tool Co., 109 
New York, N. Y. 


* * * 


Conn. 
Lafayette St., 

PitTsBURGH, Pa.: Who makes 
Helyx heavy duty and drive screw 
nails?—-S. M. Hazelbart. 

ANSWER: Hillwood Mfg. Co., 
21700 St. Clair Ave., Cleveland, 
Ohio. 





benefits from the spacious windows in this characterful and unusual store front. 


There are many plain and uninviting stores throughout the land that could be given an attractive appearance with com- 


paratively little expenditure. 


RK 
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How Johnson of Peoria. Hl., Sells 
Housefurnishings - 


HE store of the E. E. John- 
i Co., Peoria, Ill., is di- 

vided into two sales rooms: 
One is devoted almost entirely 
to housefurnishings and kindred 
lines, the other to the balance of 
the hardware lines carried. 

Johnson’s does not pose as a 
high priced store, but rather as 
a quality and service store. As 
Mr. Johnson puts it: “For equal 
quality and equal service, we can 
match any one’s price.” 

W. B. Steinbach is manager 
of the firm’s housefurnishings 
department. His policy is to 
specialize in goods of the better 
type, and to maintain a store 
reputation for carrying the best 
variety of housefurnishings in 
the city. “We. try to have every 
new, worth while article in house- 
furnishings in our stock,” he 
said, “‘and to be able to sell it 
intelligently.” 

We listened in while he sold 
a kitchen knife, and Steinbach 
certainly knows his wares. We 
heard him extoll the virtues of 
a igood kitchen knife; we heard 
him explain the special shape of 
the one he was demonstrating; 
its finish, beauty and utility. We 
saw him sell it as a high quality 
knife, and then we saw him deft- 
ly sell another one to the same 
customer for rougher usage. 
Finally as a finisher, we heard 
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him carefully explain the proper 
care of kitchen knives. 

Steinbach knows. the use of 
every article in his department; 
how it is made and why it is bet- 
ter than others of similar design; 
also he usually has something of 
an interest provoking nature to 
tell about each article. He has 
been 20 years with the firm. It 
is a pleasure to see him demon- 
strate his wares. For example, 
he has a small book light con- 
nected up for demonstration pur- 
poses. When he shows it he 
shuts off the main store lights and 
concentrates attention on the 
book light. Sales in his depart- 
ment run around $25,000 per 
year. 

In such lines as molds, strain- 
ers, spoons, ladles, cake cutters, 
skimmers, etc., the Johnson store 
carries a huge range of items. 
In the enameled ware section, 
colors are shown with goods of 
each color grouped separately. 
Steinbach aims to have his de- 


partment different; he keeps 











away from competitors’. lines . 
and specializes on lines they do 
not carry. Even the department 
stores of Peoria send customers — 
to Johnson’s housefurnishings — 
department. 

How do you advertise house- 
furnishings we asked Mr. Stein- 
bach? In all the usual ways, he 
replied, but we find that we get 
better returns from our window 
displays than from any other 
source; better even than from our 
newspaper advertising. As a 
result we use one window for 
housefurnishings entirely. The 
displays are changed every week 
and we do our own trimming. 

What is your recipe for suc- 
cess in this line we inquired? He 
smiled. Well, he replied, I can 
only -say that our success has 
been due to these few rules ab- 
solutely adhered to: 

1. Specialize in goods of the 
better grade. 

2. Carry the best variety in 
town. 

3. Obtain every new worth 
while article as soon as it comes 
on the market. 

4. Specialize on items and 
lines not carried by competitors. 

5. Know the selling points of 


j. every article carried. 


6. Demonstrate the goods at 
every opportunity. 
7. Maintain attractive window 
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displays, changed at frequent in- 
tervals. 

If these rules are backed up 
by a neat, clean store and good 
personality, any store can suc- 
cessfully and profitably sell 
housefurnishings. . 

Meanwhile at the Johnson 
store no one is allowed to talk 
“depression.” To all inquirers 
in either department, the answer 


is always: “Business is good.” 
As a matter of fact it is better 
than the average in retail stores 
over the country. When we 
visited the housefurnishings de- 
partment we found sales ahead 
of last year. As Steinbach ex- 
plained it: People like to buy 
where there is novelty, variety 
and quality. The Johnson store 
records prove that he is right. 





How To Sell Micrometers 


somewhat different than 

many lines of mechanical 
goods, as usually the buyer 
knows just what he wants before 
he even enters the store. 
Micrometers and similar tools 
are only purchased after consid- 
erable deliberation and investi- 
gation of manufacturers’ litera- 
ture. Therefore, when a customer 
enters your store and asks for a 
certain size of micrometer, the 
most effective selling the clerk 
can do is to influence him in the 
selection of a make which will 
be most satisfactory for both par- 
ties concerned. 

The micrometer Caliper essen- 
tially must be extremely ac- 
curate. No micrometer can be 
more accurate than its screw and 
here micrometer users must de- 
pend entirely upon the reliability 
of the manufacturer producing 
the micrometer. The microm- 
eter screw must be made on spe- 
cially constructed machines with 
accurately cut lead screws which 
insure unvarying accuracy over 
the entire length of the screw. 
The bushing in which the screw 
turns must be accurately made, 
as well, and it must fit in the bar- 
rel of the micrometer snugly and 
accurately. The screw should turn 


S nen machinists’ tools is 
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for its entire length with free- 
dom from binding and with the 
same degree of pressure. 

After impressing the customer 





Construction of the Micrometer 
Caliper from the rough forging 
of the frame to the finished 


tool. Note the many pieces 
which are required for the com- 
pleting of the frame and the 
measuring screws. The care 
used in the design and manu- 
facture of these parts is, in no 
small measure, responsible for 
the reliability of the Micrometer 
Caliper. 


with the accuracy of the microm- 
eter, the next point is the design. 
The frame must be shaped so as 





to be held readily when taking 
measurements and yet not be 
clumsy. Positive adjustment 
should be provided for compen- 
sating for wear of the measuring 
surfaces of anvil and spindle. 
This adjustment, even if made 
many times, should not affect the 
ease with which the tool can be 
read. 


Fine Points to Consider 


In addition to accuracy and 
design, there are several other 
points which enter into the selec- 
tion by the buyer. Every me- 
chanic takes considerable pride 
in his tools and appreciates su- 
periority of finish. Clean-cut, uni- 
form graduations are easy to 
read and give a feeling of confi- 
dence in taking measurements. 
A good micrometer has no play 
or looseness of the spindle in the 
hub to allow inaccuracy. The 
measuring surfaces of the anvil 
and spindle are always in line 
and lapped true and parallel for 
all positions between zero and 
the extreme measurement which 
the tool is capable of taking. 

It is well to inquire for just 
what use the buyer intends to 
use the micrometer. For gen- 
eral use, decimal equivalents 
stamped on the side of the frame 
are very handy, whereas, if this 
feature is not desired, a plain 
frame micrometer can be pur- 
chased for somewhat less money. 
For automotive work there are 
specially shaped frames; and 
even micrometers with wooden 
handles, for gaging hot metal. 

Precision tool buyers like to 
deal with the clerk who talks 
their language. A few moments 
spent occasionally, by the clerk, 
in learning the chief selling 
points of micrometers and other 
precision tools, will be well re- 
warded in the steady customers 
his knowledge will bring him. 
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Window Displays That 
Others Have Used... 


ODERN stores are fea- 
turing modern merchan- 
dise, and the windows 
among 


here reproduced are 


easier 
cleaning J 


those that are being used with 
telling effect. The Fair, Chi- 
cago, in the display above ar- 
tistically and appealingly shows 


a rather complete selection of 
housefurnishings. This is, of 
course, a spacious window, but 
either half would constitute a 


deeper 
cleaning 
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well-arranged window a 
small store. 

The window at the foot of 
page 42 comes from Huey & 
Philp, Dallas, Tex. This is a 


good example of the poster idea 


in window display and has many 
possibilities for the window man 
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who can adapt it to his own use. 

Above is an excellent example 
of pleasing display of linoleum. 
It is the work of Sid Rozema for 
John G. Oom Hardware, Grand 
Rapids, Mich. The lines of dis- 
play converge upon the sales 
message on the show card. To 


one in the market for this mer- 
chandise, a real service has been 
done and a sale is on the way. 
From Walker Hardware Co., 
Oak Park, IIl., comes the digni- 
fied lower window on this page. 
This, too, might be used as two 


windows by the small store. 
















































































ELIEVE it or not, dusk is 
B settling down earlier these 
evenings. A little longer 
periods of lamplight, need for a 
flashlight here and there, the odd 
cup of coffee after dinner—all 
signs point to more use for elec- 
trical goods. So here we are 
with an arresting idea for the 
display of such goods. 
Most of our readers are now 
familiar with the method of re- 


producing these large cutouts, 
but in case you have just tuned 
in: After deciding how many 
times you wish to make the light 
bulb that the chart here pictured, 
make the same number of en- 
larged squares on your’ compo 
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board and follow the line from 
square to square as it appears on 
the chart. It is astonishingly 
easy. You will note we have in- 
dexed it along the side and top 
so as to make for easy checking 
in case you lose your place while 
working. You can simply note, 
for instance, that you stopped 
your line at a point close to line 
7 on the side and line C on the 
top. Now you know where you 
are, let’s go. 

Crepe paper tubing run from 
the bulb to the corners of the 
background will give the effect 
of light rays. 

Speaking of daylight and dark. 
Over in that lower right-hand 
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Brighter Windows to} 
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Lighten Your Sales Task 


corner is a picture from Fair- 
banks, Alaska. Leslie W. Alm- 
quist states that the picture was 
delayed because of the daylight 
which lasts all night during the 
summer. (Pictures of window 
displays are better taken at night 
by time exposure, as daylight 
exposures show reflections from 
the opposite side of the street 
and obliterate the merchandise 
display. 
A Houseware Window 


The houseware window does 
not need to be cut out, but may 
be painted on the solid _back- 
ground of compo board. It will, 
of course, be a striking window 
if the letters are cut out and 
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mounted on steps as shown. The _ the lettering in orange would be 
steps covered in light blue and a good color scheme. 





Northern Commercial Company, Fairbanks, Alaska, used this excellent 
electrical window. 
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Tes Not How Maueh Advertising Space You 














No. Z1 


ARE YOU “MAKING THE MOST” 
OF THIS SUMMER? 


You’re not if you’re going around in a faded, tacky 
looking bathing suit. It’s amazing what a new, good 
looking bathing suit can do to make a week-end at 
the beach more enjoyable. All of our bathing suits 
and accessories have taken their final cut for July 
Clearance. 


(List Bathing Suits 
and Accessories) 


STORE NAME 
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LET’S GET TOGETHER 


We’ve combed the market for values for you. We’ve 
bought carefully. The merchandise is here. It is of 
high quality, modern and priced right. Come in and 
look over the values. They speak for themselves. 


























(Items and Prices) 


STORE NAME 


HOW - 
TO USE 


The illustrations, layouts and 
ads supplied with this service 
are especially planned to help 
every hardware store make 
its advertising more practi- 
cal and effective by the liberal 
use of human interest illus- 
trations. Copy is always sup- 
plied in so far as it is practical 
for use by all of our clients. 


The description and pricing of 
the items must necessarily be 
left to the individual store in 
most cases. In writing the 
descriptions to give to your 
printer with the supplied ad 
layouts keep in mind that 
brief, to the point descrip- 
tions are the most effective. 
The style, size, colors, unusual 
features, or special economies 
effected- by the use of the 
item should be given. If 
greatly reduced, it is some- 
times desirable to show for- 
mer as well as reduced price. 
If any question arises con- 
cerning the use of these ads, 
write us. You'll find us will- 
ing to help you sell more 
hardware at all times. 


HARDWARE AGE. 























Hold Everything! 


If you miss the green, lose 
your ball, break your club, 
ruin your partner’s clothes 
. . . don’t worry. We have a 
complete line of golfers’ needs 
awaiting your inspection. Our 
regular high quality mer- 
chandise priced for our usual 
July Clearance. 


(List-Golf Supplies 
and Prices) 
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ADVERTISING 


Use—But How You Use It That Gets Results 2 


SERVICE 
FOR THE 


WEEK 

















Don’t Miss the Thrill 


i a ee a ce 


Summer Entertaining 


Here’s your chance to get 
everything you need from 
sparkling glassware to a 
modern refrigerator at prices 
that you will recognize as 
rock-bottom the same 
high quality of last year, but 
at about one-third less. We 
have taken final reductions 
for July Clearance. 


(List Summer 
Home Furnishings) 


STORE NAME 
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Wale 
JULY ee UP SALE | 


A glance at these timely items and their prices will convince you 
we mean exactly what we say—‘“A July Clean-up.’’ Every year we 
do this to make room for new merchandise, but it has been years 
since we offered such high grade merchandise at prices as low as 
during this Sale. Sensational values throughout the Store! 





er Beginning 
! DAY 
DATE 























No. Z7 . No. Z10 
Shower Bath Sr Bathroom Cabinets 
Outfit 


Steel cabinet to hang 
on wall. Size .... 


Easily attached to any 
high quality mirror 


bathtub. Made of 


brass — nickel-plated, ee ; 2 steel 
24 inch curtain, long shelves; colors ..... 
rubber tube—8 ounce (Price) 
fabric curtain. 

(Price) 




















HOW es 
TO ORDER 


If you have local stereotyp- 
ing facilities, request the 
complete sets of mats of all 
the advertising illustrations 
of these two pages, enclosing 
your check for $1.25. If you 
need mounted cuts. order 
them by number given under 
each cut, listing the numbers 
in a column. Figure the 
charge of 35c. for each cut 
when less than ten cuts are 
ordered; when ordering ten 
cuts or more figure the 
charge at 30c. for each cut 
ordered. Enclose check with 
order, please — this saves 
bookkeeping for smal] 
amounts. Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 


239 W. 39th St. New York City 


STORE NAME 








No. Z9 


Porch and Lawn 
Furniture 
Hammocks in gay colors 
of fine grade canvas, 
swings , of the new 
styles—Strongly built, 
tables and chairs of 





wood and _ steel, in 
7 rar bright colors, built to No. Z11 
ires an uto Acces- give years of service. i i t 
sories All to be cleared. Se See 


Don’t miss this oppor- 
tunity to get a full set 
of camping equipment. 


(List Porch and Lawn 
Furniture and Prices) 


Better not start on that 
trip without giving your 


tires an examination. 
It’s cheaper and it will 
save you trouble to buy 


It will make your trip 
this year more pleasant 
and our merchandise is 





a set of tires here be- s built to last many sum- 
fore you start than to mers. Now is the time 
have to do it along the to buy. Look at these 
road. prices, 
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as Your Telephone 


The service we render on telephone orders 
is the pride of every one in our store. Our 
delivery men are cheerful, accommodating 
and prompt. So why worry if you're ter- 
ribly busy with your housework, if the baby 
is too young to be left at home, or if it’s 
raining ‘“‘cats and dogs.” Use your telephone 
‘ you'll find us ready to serve. 


wo STORE NAME 


DDD b0 00000000 
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( ANSAS hardware dealers are 
making plans for opening up 
on the electric appliance busi- 

ness heavy and strong on and after 

August 1, when the Kansas law goes 

into effect prohibiting the public 

utilities in that State from the mer- 
chandising of gas and electric ap- 
pliances. 

So far the companies selling elec- 
tricity have made no move to oppose 
the law, but, on the contrary, have 
signified a willingness to cooperate 
in some way with the Kansas deal- 
ers. Some rumors are heard that 
the gas companies may not be so 
kindly disposed toward the law and, 
at least in one instance, it is reported 
a company which distributes both 
gas and electricity will set up a sepa- 


rate unit for the sale of both gas and 
electrical equipment. 

On the whole, the dealers in Kan- 
sas are more optimistic than they 
have been for several years, as they 
see in the new arrangement a profit- 
able basis for the marketing’ of elec- 
trical hardware. 

Many of these dealers already have 
help engaged to handle the detail 
connected with installation and ser- 
vice. In other cases they say they 
can rely upon local experts whose 
services they have long used to a 
limited extent. 

Organizations have been effected 
in several important towns of Kansas 
known as Good Business Clubs. 
These clubs have as their members 
every kind of independent retailer, 


Kansas Hardware Dealers Preparing to Get Electrical Appliance 
| Business Formerly Enjoyed by Public Utilities 


including the plumbing trades, and 
even private citizens. The purpose 
of the clubs is to protect the position 
of the independent merchants and 
the ground gained by the passage of 
the anti-utilities law. 

In Missouri, where the anti-utilities 
law failed of passage, the dealers 
are reorganizing the Missouri Fair 
Merchandising Association with a 
view to taking initiative petitions to 
the Missouri voters. The petition 
provides for the prohibitive measures 
in regard to the merchandising of 
appliances, but with the addition of 
a tax levy on public utilities doing 
business within the State. It is 
planned to circulate these initiative 
petitions among the voters, using the 
various dealers as local captains. 





Luggage a Money Maker 


(Continued from page 35) 


weight. The demand for nearly 
all types of hand luggage is 
steady and of healthy propor- 
tions. 

Mr. Beckett stated that the 
firm has found that it is the best 
policy to handle only the better 
class of luggage, which assures 
a better margin of profit and at 


the same time creates satisfied 
customers. The margin on lug- 
gage is generally longer than 
that obtained on most items 
usually carried in hardware 
stores and price is not a big fac- 
tor with the purchaser of high 
-grade luggage. To dealers con- 
templating putting in a stock of 





Part of the hardware exhibit at the Leipzig Fair 





luggage, Mr. Beckett, recom- 
mended that staple types be se- 
lected and that odd _ shapes, 
novelties, etc., be religiously 
avoided. 


Providing the hardware store 
is situated in a manufacturing 
or distributing center, a splendid 
opportunity for additional quan- 
tity luggage business is presented 
from such sources in providing 
sample cases for salesmen. 
Clossman’s have enjoyed a nice 
business in providing fiber sam- 
ple cases to a local pottery and 
several other manufacturing con- 
cerns. Many salesmen, who 
carry samples and who formerly 
traveled by train with sample 
trunks, are now making their 
trips by auto and light, service- 
able sample cases are a neces- 
sity. 

At present the vacation and 
touring season is creating a 
brisk demand for new or addi- 
tional luggage for such trips. 
At the start of the school term 
in the fall, the luggage demand 
is again stimulated. 
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U. S. HAME CO., BUFFALO, 
APPOINTS SALES AGENTS 


The U. S. Hame Co., Buffalo, 
N. Y., announces the appoint- 
ment of the following manufac- 
turers’ agents to represent them 
in connection with the marketing 
of the new Ushco Lawson 
wrenches and Ushco Warner 
hammers: 

R. H. Blackall, 1 East Forty- 
second Street, New York, N. Y.; 
W. E. Burger, 7748 South Seeley 
Street, Chicago, IIl.; Geo. 9. 
Charlton, 15 Brunswick Boule- 
vard, Buffalo, N. Y., P. O. Box 
322; N. B. Ford, 86 Ocean Street, 
Dorchester, Mass.; Wm. P. Horn 
Co., main office—58 Federal 
Street, San Francisco, Cal., 
branch offices—Wilcox Building, 
Los Angeles, Cal., 302 Smith 
Annex, Seattle, Wash.; Malcolm 
Isbister, 5225 Linsdale Avenue, 
Detroit, Mich.; J. Edwin New- 
some, 130 Queens Drive, Weston, 
Ont.; Peterson Bros., 104 Walker 
Street, New York, N. Y., and 
Urquhart Service, Inc., 509 Sev- 
enteenth Street, Denver, Colo. 

These representatives, together 
with F. H. Mixer, R. W. South- 
ard and Nym Shadburn, who 
travel out of headquarters at 
Buffalo under T. W. Porter, vice- 
president in charge of sales, 
give a complete coverage in the 
United States and Canada for 
the new lines recently brought 
out by the company. 





KLINE & CO. DROP 
RETAIL BUSINESS 


Kline & Co., Market Square, 
Williamsport, Pa., who have 
conducted a wholesale and re- 
tail hardware business in that 
city for the past sixty years, have 
discontinued their retail store 
and will confine their future ef- 
forts exclusively to the wholesale 
end of the business. 

After Sept. 15 the firm expects 
to occupy its new warehouses at 
435-439 Walnut Street, which 
will serve as the company’s 
permanent wholesale headquar- 
ters. 


HEADS KANSAS CITY 
OFFICE G.E..HOTPOINT 


A. W. Peterson has been ap- 
pointed district manager of the 
Missouri Valley district, with 
headquarters at Kansas City, for 
the Edison General Electric Ap- 
pliance Co., Inc., to succeed 
Earle Poorman, who has been ap- 
pointed district manager of the 
New York district. 

After attending Northwestern 
University and serving in the 
United States Army 1917-18, Mr. 
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Peterson began his business ca- 
reer with the Western Electric 
Co. at Chicago, where he re- 
mained for five years. He then 
joined the Edison General Elec- 
tric Appliance Co. in 1923 and 
after some experience in the 
commercial office he was assigned 
a territory in the Missouri Valley 
district as a range specialist, 
where his constructive work with 
his customers led to his new ap- 
pointment. 





WINNER MOVES OFFICE 
TO BROOKLYN ADDRESS 


David N. Winner, manufactur- 
ers’ representative for electrical 
and hardware specialties and al- 
lied lines, is moving his office 
from its former location at 90-92 
West Broadway, N.Y. City, to 252 
Brooklyn Avenue, Brooklyn, N. Y. 

Mr. Winner, who is well 
known in the hardware trade, 
will be found in his new quarters 
on and after Aug. 1. 





AMERICAN FORK & HOE ACQUIRES COLUMBUS 
HANDLE & TOOL CO. 


The American Fork & Hoe 
Co., Cleveland, Ohio, has ac- 
quired the Columbus Handle & 
Tool Co., Columbus, Ind., man- 
ufacturers of the well known 
Stur-D, split steel “D” handles 
for shovels, spades, scoops, forks, 
etc. This business will be con- 
tinued as a division of the par- 
ent company, with Lee Bassett 
and William Bassett, former own- 
ers, in executive charge of the 
unit’s operations. 





The American Fork & Hoe 
Co. has in the past used Stur-D 
handles on True Temper tools, 
but at an extra cost to the trade. 
The company now states that 
Stur-D handles will be optional 
equipment, at no increase in 
price, on all shovels, spades and 
scoops in the American Fork & 
Hoe, Skelton and Conneaut lines. 
Features of this product are light 
weight and great strength. 





TEST CASE IN TEXAS DISTRICT COURT WILL CONTEST 


PUBLIC UTILITY 

In a suit which Attorney Gen- 
eral James V. Allred has filed in 
the district court at Austin, Tex., 
the legal right of public utility 
companies to engage in the busi- 
ness of selling equipment and 
supplies connected with their 
utility operations was attacked. 
The suit is in the nature of a 
test case, and should the conten- 
tion of Mr. Allred be upheld by 
the courts it will have the effect 
of closing many establishments 
in the State conducted by public 
utility companies. The petition 
asks that the United Light & 
Power Co. and the American 
Light & Traction Co., both with 
principal offices at 105 West 
Adams Street, Chicago, be en- 
joined from doing business in 
Texas; that the charter of the 
San Antonio Public Service Co. 
of San Antonio, subsidiary of the 
two holding companies, be for- 
feited, and that an injunction be 
issued restraining it from doing 
a merchandising business. The 
grounds for the suit are that the 
companies are violating the law 
which provides that no company 
shall conduct more than one sep- 
arate or distinct business under 
a permit or charter granted by 
the Secretary of State. 

The San Antonio Public Ser- 
vice Company was chartered in 
1917 to construct, acquire, main- 
tain and operate lines of electric 
motor railway and “for the man- 
ufacturing, supplying and selling 
of electricity and gas for light, 
heat and power to the public,” 
the petition says, and continues 








MERCHANDISING 


in part as follows: “More than 
five years ago the defendant, San 
Antonio Public Service Co., un- 
lawfully entered into and en- 
gaged upon another and a sepa- 
rate and distinct business from 
that for which it was chartered, 
and from that which it was 
authorized by law to enter into, 
to-wit: The buying and selling 
at wholesale and retail of goods, 
wares and merchandise; that the 
defendant has particularly en- 
gaged in the buying and selling, 
at wholesale and retail, for cash 
and upon long-time terms of 
credit, all kinds, classes and 
character of electrical appliances 
and contrivances, including elec- 
tric irons, fans, toasters, “waffle 
irons, cooking stoves, heating 
stoves, light globes, washing ma- 
chines, radios, electric refriger- 
ators, water heaters, percolators 
and innumerable other articles of 
merchandise, the exact number 
and names of which are to this 
plaintiff unknown; that the de- 
fendant, San Antonio Public Ser- 
vice Co., has engaged in the 
business of merchandising and 
selling said goods, wares and 
merchandise upon a large scale 
for profit and has invested great 
sums of money in such enter- 
prise, the exact amount of which 
is to this plaintiff unknown, but 
it is here alleged upon informa- 
tion and belief to be in excess of 
$500,000.” 

The petition further declares 
that such merchandising was “in 
violation of the law, without any 
pretense or semblance of author- 
ity to engage in such business.” 











TEXAS JOBBERS HELD 
GALVESTON MEETING 


Members of the Texas Hard- 
ware Jobbers’ Association con- 
vened in Galveston, Tex., on July 
14 and 15 for the thirty-sixth 
annual convention of the organi- 
zation. Nearly 100 delegates at- 
tended the sessions, which were 
held in the Buccaneer Hotel. 

The opening session was called 
to order at 10 o’clock Tuesday 
morning, with Edwin Flato of 
Dallas presiding. An address of 
welcome was delivered by Acting 
Mayor O. E. Casey of Galveston. 
This was followed by brief com- 
mittee reports and several short 
talks by factory representatives. 

At the afternoon session on 
Tuesday, the customary report 
was presented by E. C. Oliver, 
secretary - treasurer, of Dallas. 
Committees on resolutions, nom- 
inating and auditing were then 
appointed and the following 
chairmen of standing committees 
made their reports: Manufactur- 
ers’, R. R. Witt; auto accesso- 
ries, Roy Smith; transportation, 
W. H. Richardson, Jr.; griev- 
ance, W. A. Cortes; legislative, 
W. H. Richardson, and execu- 
tive, Stanley Roberts. 

Two social affairs had been 
arranged for convention visitors 
on Tuesday. The first was a 
bridge luncheon for the ladies, 
with Mrs. H. A. Black and Mrs. 
Sol Levy serving as hostesses. A 
dinner dance at the Galveston 
Country Club was the feature of 
entertainment on Tuesday night. 
On the latter occasion, Sol L. 
Levy, general manager of the 
Black Hardware Co., served as 
chairman. 

At the Wednesday morning 
session the following addresses 
were delivered by the speakers 
mentioned: 

“The Revival of the Southern 
Assogiation,” J. L. Pitt, president, 
Southern Hardware Jobbers’ As- 
sociation; “Four-Year Plan,” Dan 
Scoates, secretary, Texas Hard- 
ware Dealers’ Association; “Find- 
ings of United States Depart- 
ment of Commerce Survey of 
Wholesale Hardware Distribu- 
tion in the Southwest,” Walter 
A. Bowers, in charge of the sur- 
vey; “Knowledge Necessary for 
Successful Salesmanship,” Ivar 
Hennings, president of the South 
Bend Bait Co.; “Absence of the 
Jobber in the Progressive Texan’s 
Program,” R. C. Dyer, editor, 
Hardware and Implement Jour- 
nal; and an address by Sidney 
St. John Eshleman, secretary- 
Southern Hardware  Jobbers’ 
Association. 
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ROCHESTER ASS’N 
HELD ANNUAL OUTING 


Meeting at Island Cottage, 
Ontario Lake, N. Y., on Wednes- 
day, July 22, the Rochester 
Hardware Association held its 
annual outing. The affair was 
largely attended by merchants 
and representatives of manufac- 
turers and wholesalers of hard- 
ware in the Rochester territory. 

Games of various kinds occu- 
pied the afternoon, followed by a 
dinner at six o’clock. Frank J. 
Simmons presided and Edwin J. 
Sanger was chairman of the com- 
mittee on arrangements. 


MOHAWK VALLEY ASS’N 
HELD JULY MEETING 


The Mohawk Valley Associa- 
tion, composed of merchants of 
Utica, N. Y., and vicinity, held 
its July meeting at Three Islands, 
near Newport, on the afternoon 
and evening of July 9. 

The meeting, which was in the 
form of an outing, started off with 
a family picnic during the after- 
noon, which was followed by a 
six o’clock dinner at the hotel. 
After dinner a short business 
session was held, after which 
sports were resumed. 

Charles P. Stiles of Ilion, pres- 
ident of the organization, pre- 
sided at the outing, and one 
hundred men and women were in 
attendance. Guests included a 
number of wholesalers and Mr. 
and Mrs. E. A. Mahoney of 
Schenectady. Mr. Mahoney is 
president of the New York State 
Retail Hardware Association. 


DATES ARE SET FOR 
HARDWARE GOLF MATCH 


It has been definitely decided 
to hold the annual golf tourna- 
ment of the Hardware Golf As- 
sociation at Excelsior Springs, 
Mo., on Sept. 17, 18 and 19, The 
selection of the dates proved dif- 
ficult this year, because Labor 
Day falls on the 7th of Septem- 
ber this year, making it impossi- 
ble to hold the tournament on 
that week end, as has been the 
custom. It is believed that the 
dates chosen, under the circum- 
stances, will be most convenient 
to the majority of members. 

The Elms Hotel has been se- 
lected as headquarters, and has 
made a special rate of $6.50 per 
day, which is considerably lower 
than the rate that prevailed last 
year. Instead of having two 
classes of membership, as in pre- 
vious years, there will be but one 
class of membership for the com- 
ing match, and the membership 
fee is $5 each. All prizes will 
be purchased from the member- 





R. A. Sundvahl, secretary-treas- 
urer, 321 Randolph Street, Chi- 
cago, Iil., reports that requests 
for invitations to attend the 
tournament have been received 
from many persons who have not 
participated in previous matches 
and that present indications point 
to an attendance of about 150 
members. 
WESTINGHOUSE ELEC. 

SHIFTS EXECUTIVES 


T. J. Pace has been appointed 
assistant to vice-president, in 
charge of market planning and 
research analysis, for the West- 
inghouse Electric & Mfg. Co., 
East Pittsburgh. M. B. Lambert 
has been named sales manager in 
charge of the transportation de- 
partment; O. F. Stroman, sales 
manager in charge of the indus- 
trial department, and R. A. Neal, 
sales manager in charge of the 
central station department. In 
announcing these appointments, 
J. S. Tritle, vice-president and 
general manager of the Westing- 
house company, stated that 
changed economic conditions had 
required constructive realign- 
ment of all departments in order 
that the company might serve 
its customers more effectively. 





REVERE COPPER NAMES 
NEW OFFICIALS 

Donald Dallas, president of Re- 
vere Copper and Brass, Incorpo- 
rated, has announced the appoint- 
ment of J. A. Doucett as vice- 
president and general sales man- 
ager, with offices at 230 Park 
Avenue, New York City. 

Mr. Doucett, who has enjoyed a 
long experience in the brass and 
copper industry, was previously 
vice-president and assistant gen- 
eral sales manager. Before that 
he was president of the Michigan 
Copper and Brass Company in 
Detroit, now the Michigan Divi- 
sion of Revere. Formerly he was 
associated with the American 
Brass Company in their branches 
at Buffalo and Kenosha. 

Announcement is also made of 
the appointment of Vincent W. 
Allen as manufacturing manager 
of the corporation. Mr. Allen is 
to be located at the general of- 
fices of Revere Copper and Brass, 
Incoporated, Rome, N. Y. He is 
coming from Detroit, where he 
has been works manager of the 
Michigan Division. Mr. Allen 
was also previously connected 
with the American Brass Com- 
pany. 


PICKETT HARDWARE CO. 
ELECT NEW OFFICERS 
The Pickett Hardware Co., 

wholesale and retail hardware 

firm of Warren, Pa., elected the 





ship fees collected. 


50 


following new officers during the 


recent reorganization of the es- 
tablishment: J. S. Rhodaberger, 
president; W. C. Heasley, vice- 
president, and C. W. Benjamin, 
secretary-treasurer. 

No changes were made in the 
policy of the company and none 
are contemplated. 





RMA BOARD MEETS TO 
DISCUSS PATENT POOL 


J. Clarke Coit of Chicago, the 
newly elected president of the 
Radio Manufacturers’ Associa- 
tion, has called a meeting of the 
RMA board of directors on 
Thursday, July 30, at Niagara 
Falls, Canada, and it is probable 
that radio patent pooling will be 
a leading topic of discussion. 
Many leaders of the radio indus- 
try are hopeful that a solution of 
the long standing patent prob- 
lems in the industry may be 
found within a few months and 
the industry stabilized, so far as 
patent problems are concerned, 
like the automotive and aircrafi 
industries in this respect. The 
United States Department of 
Justice and the Radio Corpora- 
tion of America, according to of- 
ficial announcement, are now dis- 
cussing pooling of radio patents 
in the public interest, as well as 
that of the industry, and the 
Radio Manufacturers’ Association 
already has many of its members 
signed up in the patent pool ap- 
proved by the association’s men- 
bership more than a year ago, 
but not yet in effect. 

The meeting of the board of di- 
rectors called by President Coit 
for July 30 is the regular mid- 
summer meeting of the newly 
elected governing board and the 
annual visit to Canadian soil. 
The meeting will be held at the 
Clifton House at Niagara Falls. 





STEYENS HEADS SALES 
FOR NEW HAVEN CLOCK 


At a recent meeting of the 
board of directors, Edward Ste- 
vens, vice-president of The New 
Haven Clock Co., New Haven, 
Conn., was appointed director of 
sales. _ 

JESSE B. GARBER DIES 
WAS DEMING CO. SUPT. 


Jesse B. Garber, for the past 
32 years general superintendent 
of the Deming Co., pump manu- 
facturers of Salem, Ohio, died at 
the Youngstown, Ohio, City Hos- 
pital on July 3. Death resulted 
from the effects of injuries suf- 
fered in an automobile. accident 
in March. 

Mr. Garber learned the ma- 
chinist’s trade at the plant of the 
Buckeye Engine Co., and became 
identified with the Deming Co. 








SPACE IN DEMAND FOR 
HOUSE FURNISHING SHOW 


Application for space in the 
Fifth Annual National House 
Furnishing Exhibit, Stevens Ho- 
tel, Chicago, Jan. 10 to 16, 1932, 
show a healthy increase over the 
number received for the same 
period in 1930. Announcements 
of the 1932 show were sent out 
one month later this year than 
last. 

There is a noticeable demand 
among old exhibitors for larger 
space for the coming show and 
an increase in the number of in- 
quiries and applications from 
concerns which have not ex- 
hibited before. While it is early 
to estimate the number of ex- 
hibitors who will display their 
merchandise at the show next 
January, the indications point to 
a larger display than this year, 
January, 1931, which was the 
largest yet held both in number 
of exhibits and buyer attendance. 

Inquiries are being received 
concerning the proposed garden 
display, details of which have not 
been finally completed. 





WILLIAMS JOINS STAFF 
UNION CHAIN & MFG. CO. 


E. O. Williams has been 
placed in charge of the Philadel- 
phia office of the Union Chain & 
Mfg. Co., Sandusky, Ohio. Mr. 
Williams was formerly manager 
of the Howe Chain Co. 





CLARENCE R. GREGG DIES 
IN PORT RICHMOND, N. Y. 


Clarence R. Gregg, senior 
member of the hardware firm of 
Gregg Bros., Inc., Port Rich- 
mond, S. I., N. Y., died at his 
home, .43 Hatfield Place, Port 
Richmond, on July 22, after a 
six months’ illness. 

He was 72 years old, and was 
born in Albany, N. Y. He is 
survived by a widow, Elizabeth, 
a son, two daughters and a 
brother. 


KOKENGE TO REPRESENT 
PREMIER FURNACES 


E. L. Kokenge has been placed 
in charge of the western Ohio 
sales territory for the Premier 
Warm Air Heater Co. of Dowa- 
giac, Mich. 

Mr. Kokenge handles the en- 
tire Premier line of basement 
and parlor furnaces and will 
make his headquarters in Lima, 
Ohio. For many years he has 
represented the Globe American 
Corp., Kokomo, Ind.. in the same 
territory which he will now cover 
for Premier. 





in 1885.. He was 69 years old. 
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HIRTY-FOUR ECONOMIC EX- 
pp eonaietcn Tie OF BUSINESS 

PAPERS PUBLISHED BY THE 
United Business Publishers, Inc. 
—-HERE PRESENT A COMBINED 
)PINION ABOUT THE COURSE OF 
BUSINESS DURING THE MONTH 
OF AUGUST. GOVERNMENT AND 
OTHER RECORDS PROVIDE YOU WITH 
HISTORY OF RECENT MONTHS. 
THIS BOARD OF EXPERTS DEALS 
ONLY WITH THE FUTURE. THEIR 
OPINIONS ARE BASED ON CLOSE 
CONTACT WITH THE MORE THAN 
400,000 SUBSCRIBERS REACHED BY 
THEIR PUBLICATIONS IN FAR 
FLUNG FIELDS OF RETAILING AND 
INDUSTRY. 


HOW’S BUSINESS ? 


TO BE NEXT MONTH 






CHARTED BY UNITED BUSINESS PUBLISHERS, 


revival in business begin to grow more dis- 

tinct. How much of the revival, other than 
further preparation, will take place during August is 
uncertain. Certainly the past few weeks have wit- 
nessed a material gain in favorable sentiment and, 
while it may be too soon to expect much in the way 
of visible returns from the moratorium, the leader- 
ship taken by this country has had a very salutary 


effect. 


D ISTINGUISHABLE signs of the long heralded 


There is a distinct feeling, expressed in many quarters, 
that there will be an upturn this Fall. Similar sea- 
sonal expectations have been expressed during the 
past two years, but there seems to be more tangible 
encouragement at present. Consumer goods continue 
to flow in considerable volume, and while the heavy 


industries are inclined to be rather sluggish, they are 
not without hope 


Commodity prices are moving in a somewhat more 
horizontal direction, with signs of strength in some 
items. This is indeed a hopeful sign that the long, 
demoralizing liquidation has been practically com- 
pleted. While there may be further recessions over 
a long term period, temporary strength in commodity 
prices would go a long way in developing fortitude 
and crystallizing plans and purchases 


Labor Day, which falls on September 7th, gives an- 
other full week to what is nominally the Summer 
season. While a continuance of favorable signs may 
be expected during August, it is felt that with the 
turn into Fall, and particularly by the middle of 
September, improvement will be quite generally ap- 
parent 


THE COURSE OF BUSINESS FORECAST FOR AUGUST. 





BUSINESS | 


SALES 


STOCKS 


COLLECTIONS 


COMMENTS 





| 


AUTOMOTIVE ? 
spectively 
1930. 





Passenger cars 14% less, 
trucks 3% less, than July, 
and 4% and 5% less re- 


Passenger’ car stocks 


slightly higher than July, senger cars in Aug. 
trucks same. Both less and somewhat better i. 
than Aug., than Aue. 1800 than Aug., 1930. 203,000, trucks 32,000. 


About the same as July, 


Estimated sale of pas- 











Increase of 5% 
oatsaaue (less than normal) and 


over July | Increase of 5% over July, 
10% decrease from Aug., | 
1930. 


but 12% to 15% less 
than Aug., 1930. 


No change from July or 
Aug,., 1930. 


At last the public appears 
to believe that prices 
are “right.” 








Slightly less than July, 


Should show some im. 
provement over July, 


About 5% less than July, 





Recent developments 
have imparted confidence 
































HARDWARE | and about on a par with and 10% less than Aug. but somewhat slowe i 
| = r to trade sentiment. Out- 
| Aug., 1930 1930. than Aug., 1930. | look for Fall brighter. 
Lower in better in | 3 re: Definite signs of a res- 
casualty, even in fire as | Slightly better in all lines toration of confidence in 
INSURANCE compared with July, and | = ‘“""""* | over July, and over Aug., the immediate future 
better in all lines as com- | 1930. are found in reports re- 
pared with Aug., 1930. | cently received. 
Much lower than July Slo th | Ai 
About the same _ as ’ wer an July, and | August is  normall a 
JEWELRY July, but generally less po gee oe same or | sectionaily better; same | slow month in the jewel- 
than Aug., 1930. 499). y tess than Aug., | c. slower than Aug,., | ry trade. 
| ‘ 
| 
Cc RY Steel industry grows con Peosggee —_. a 
MACHINE - ow ebb, but sentiment . 
| fident that July marked | for future considerably oe Pn ba ge of 
METAL | bottom of decline. Rate | better. Equipment-buy- : — ee aa it haan 
PRODUCTS | of improvement still | ing programs show re- = 2 ------ | is little o ee aoe, 
highly speculative. Non- newed interest, but or- | acter on which to fore- 
METALS | ferrous markets con- ders are not as yet ma- | cast. 


tinue unsettled. 


terializing. 








| Plumbing same, or slight- 


Interest in new goods 





| | 
| | 
PLUMBING ly better, heating about | Little change in stocks | No change in collecti 
AND | 5% increase over July, | from july, but lower | from Sule, or Pa ag and equipment by the 
HEATING both lines much slower | than Aug., 1930. 1930. trade is livening up. 
than Aug., 1930. | 
| | : 
Equal to July at clear- | Low point in Summer | pi gg A om 2 
ance prices, and nation- | stocks will be reached. | b, Sales im- 
SHOES it out 5% bet h t | portant thing. Average The outlook for August 
fue 100 % better than | a fresher than Aug., | about came 26 Avs., is most encouraging. 
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Consumer Demand 
Shows Inerease 


New York, July 29.—In sev- 
eral of the country’s leading 
hardware markets, it is evident 
that consumer buying is on the 
increase. Crops are being mar- 
keted in most agricultural sec- 
tions, and while prices for farm 
products are low, most farmers 
have been favored with bumper 
crops, which has placed consid- 
erable money into circulation in 
the retail channels of rural dis- 
tricts. In scattered sections of 
the country, drouth has damaged 
farm crops, but the general av- 
erage of production appears to 
be much larger than is usual. It 
is also apparent that the general 
public, after having postponed 
or curtailed their purchases for 
as long as possible, is again in 
a buying mood. This has been 
clearly exemplified by the active 
demand which has recently pre- 
vailed for hot weather merchan- 
dise. Manufacturers of electric 
fans, in some instances, found it 
impossible to cope with demand 
which developed. 

Urgent orders being received 
from dealers by wholesalers and 
manufacturers indicate that re- 
tail stocks are exceptionally 
light. Outing and _ vacation 
equipment continues to move in 
a brisk manner. Shelf hardware 
and most of the staple lines are 
moving in a moderate but steady 
volume. Among housewares, 
canning and preserving equip- 
ment is especially active, and 
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business in this line is expected 
to compare favorably with the 
banner business enjoyed during 
the home canning vogue which 
gained popularity during the 
war. Most seasonal lines are 
quite active, and dealers are be- 
ginning to show an interest in 
placing future orders for fall 
and winter merchandise. 

Several advances occurring 
recently have imparted greater 
confidence in the stability of the 
present price structure, although 
declines continue to be more nu- 
merous than advances. 

Collections are slower than 
usual and are causing wholesal- 
ers some concern, although the 
consensus of trade opinion is 
that the credit situation is as sat- 
isfactory as might be expected 
under present business condi- 
tions. 


Prices Are Reduced On 
Wooster Foss-Set Brushes 


The Wooster Brush Co., Wooster, 
Ohio, has announced an important 
price reduction on Wooster Foss-Set 
brushes. The lower prices became ef- 
fective on July 1, and present prices 
on the line are said to be at pre-war 
levels. 

In a letter to the trade relative to 
the new prices, Don Foss, general man- 
ager, emphasizes that in addition to 
reducing prices, the company has re- 
vised the entire line, making it better 
balanced than ever before. In keeping 
with the company’s policy in the past, 
an aggressive advertising campaign 
will continue to play a prominent role 
in promoting the sale of Wooster 
brushes, and the most effective mer- 
chandising material ever produced by 
the company is under preparation. 









Signal Electric Mfg. Co. 
Adopts Overtime Schedule 
To Supply Electric Fans 


During the recent heat wave, the 
Signal Electric Mfg. Co., Menominee, 
Mich., manufacturers of electric fans 
and other electrical appliances, were 
confronted with an unprecedented pro- 
duction situation. 


With a sales volume already on a 
par with the same period of last year, 
this record hot spell produced orders 
in such quantities that the factory was 
unable to cope with the demand. 

Normal fan production at the Signal 
factory is 600 per day. This, of course, 
is in addition to other major products. 
When the avalanche of orders started 
to arrive, production was increased to 
900 fans per day and an overtime work- 
ing schedule was adopted. 





Higher Consumer Prices 


Effective on Segal Blades 


The Segal Safety Razor Corp., 270 
Broadway, New York, N. Y., has ad- 
vised the trade that established retail 
prices on Segal blades have been ad- 
vanced. Effective July 15, the consum- 
er price on the ten-blade package be- 
came 75c., while the five-blade pack- 
age retails at 38c. The new price is 
7¥c. per blade, as contrasted with the 
former introductory price of 5c. per 
blade. The introductory offer of the 
razor with ten blades will be continued 
at a retail price of $1. 


Officials of the company, which is a 
division of the Segal Lock & Hard- 
ware Co., 12 Warren Street, New York, 
N. Y., declared that every possible 
effort will be made to maintain resale 
prices in accordance with the announce- 
ment. 
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Basic Business Indicators for Week Ended July 18 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Upward trends in the basic business indicators as charted below are reflected in coal, lumber and petro- 
leum production, also in building contracts, wheat and cotton receipts, number of business failures, bank 
debits outside of New York City, loans and discounts to Federal Reserve Member Banks, bond prices and 
money in circulation. Downward tendencies are indicated in freight car loadings, steel ingot production, 
Detroit factory employment and stock prices. The course of the balance of the indicators continues at 
levels which show no marked current tendency. Thus 11 are upward, 4 downward and 6 are unchanged. 
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(Pittsburgh office of HARDWARE AGE) 
PittspurGH, July 28. 

‘A | HE hardware trade continues to 

react to hot weather, and sales of 

seasonable items have been very 
satisfactory. While this business has 
not benefited jobbers to any large ex- 
tent, retailers have profited materially 
and have been able to reduce their 
stocks of many products to a level 
which they consider more than satis- 
factory. Most of their orders for sea- 
sonable goods just now are very small, 
but are coming in with regularity and 
allowing jobbers to reduce their stocks 
also. Hay forks, scythes and snaths 
are very active, and there is still some 
movement of screen doors and win- 
dows. Electric fans in the smaller sizes 
are also in demand, and many jobbers 
are doing considerable business in out- 
door showers. These are being offered 


in two sizes: one at $1.20 and the other 
at $2, each. 


PRICE CHANGES 


Numerous price changes are still 
being made as the market gradually 
becomes adjusted to lower commodity 
levels. Thus far no change in the job- 
ber price of bolts and nuts has been 
announced, but some further downward 
revision may follow in mill discounts. 
Nails, on the other hand, are expected 
to advance as a result of strength in 
mill prices, but thus far jobbers are 
still quoting $2.15 per keg. A small 
reduction has been made in silver- 


ROSWELL 


Roswe tt, N. M., July 28. 


f WHE value of diversity of re- 
sources, especially in times of 
slow business, has been effec- 

tively demonstrated in eastern New 
Mexico and the Panhandle of Texas 
during the present period. This is 
particularly true in the Roswell area. 
Oil development has stimulated _busi- 
ness materially in eastern New Mexico 
during the past three years. The Hobbs 
pool now has a potential production 
of a million barrels a day. But with 
the drop in the price of crude to ten 
cents a barrel this stimulation has been 
largely removed for the time being. 


WOOL BEING MARKETED 
However, 3,500,000 lb. of wool have 


moved into the Reswell warehouses 
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PITTSBURGH 


plated ware, applying only to the sec- 
ond grade. This is the second impor- 
tant decline on this product during the 
year. A new price on hay carriers 
has been issued, to apply to purchases 
for next year, but no material change 
is being made. Unhandled sledges and 
hammers and crow bars have been re- 
duced about 10 per cent. Clay picks 
are about 5 per cent lower. New prices 
on paint and varnish brushes are being 
brought out by manufacturers and will 
be reflected in jobbers’ quotations 
within a short time. These also apply 
on forward buying and represent a 
slight reduction. Galvanized ware, in- 
cluding tubs and pails, was advanced 
5 per cent, effective July 17. Sole 
leather is also expected to go up as 
leather has advanced 5c. to 7c. per Ib. 
in the primary market. Many other 
smaller price changes have been made 


INDUSTRIAL CONDITIONS 


Basic industrial conditions in the 
district are still affected by the sea- 
sonal lull in general business activity. 
However, steel mill operations are being 
maintained at the recent 30 per cent 
level, and finishing mill schedules are 
holding with the possible exception of 
tin plate. Mills are particularly in- 
terested in the price situation, and es- 
tablishment of bars, plates and shapes 
on a 1.60c. basis has clarified the mar- 
ket on the heavy hot-rolled products. 
Recent advances in sheets, strip steel 





during the past two months. One mil- 
lion of that has been shipped, and the 
producers of the balance have received 
their advance payments through the 
marketing association. _ More than 
200,000 lb. of spring clip mohair has 
been marketed at prices ranging from 
15 to 25 cents. 


COTTON AND HAY 


Alfalfa hay is making good yields 
even though the price is low. Cotton is 
growing well, and although the price 
outlook is most discouraging, growers 
are cutting their costs in every way 
possible. 


TOURIST TRAVEL, ETC. 


Volume of tourist travel, normally 
large during July and August, is below 





Seasonal Items Are Moving; 
Price Revisions Numerous 


and merchant wire products seem to be 
holding. Blast furnace activity is at 
a very low level, and no change is 
expected over the next month. 


COAL STRIKE EFFECTS 


The effects of the coal strike have 
generally .been obliterated in the im- 
mediate Pittsburgh district. Labor 
agitation continues in some localities, 
but is noticeable for its violence rather 
than general effect. Production of coal 
has just about reached normal, and 
prices which had strengthened per- 
eeptibly-a month ago are again rather 
weak on coal and coke. 


BUILDING ACTIVITY 


No change-has occurred in the build- 
ing industry. Activity is confined 
largely to public works and road build- 
ing, with residential construction very 
light. One large apartment building 
is being contemplated in Pittsburgh, 
and plans will soon be released on the 
super-strueture for the local post office. 
Construction of school houses is also 
keeping up. 


UNEMPLOYMENT 


Unemployment is no longer increas- 
ing, but little is being done to remedy 
the present unsatisfactory condition. 
Completion of considerable outdoor 
work now under way will aggravate 
the situation again in the fall, unless 
general business activity improves. 


Diversified Resources Aid Trade; 
Tourists’ Supplies Are Active 


last year, but the per capita expendi- 
ture is heavier than usual due to the 
fact that the decrease in numbers is 
largely from the ranks of those who 
use the lower priced accommodations. 
The sale of tourist supplies and sport- 
ing goods has been most satisfactory 
and in some lines of merchandise the 
volume is comparing favorably with 
1930. 
WHEAT HARVEST 

The wheat harvest in Curry County, 
New Mexico, and the Panhandle of 
Texas is complete with yields above 
the average. 


COLLECTIONS 


While collections are not good, they 
are better than might be expected 
under the conditions. 
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(Atlanta office of HARDWARE AGE) 


Atianta, July 28. 
ESPITE prevailing drouth con- 


ditions that have handicapped. 


business throughout the terri- 
tory this season, reports from hard- 
ware jobbers is encouraging and indi- 
cates that business is on the upgrade 
in the face of these menacing circum- 
stances. Sales volume through hard- 
ware jobbing houses serving the At- 
lanta trade territory for June and thus 
far in July shows an increase of ap- 
proximately 15 to 20 per cent over the 
same period of last year. During the 
past few days general and much needed 
rains have been reported in most sec- 
tions and is expected to reflect imme- 
diate improvement in current business 
and will be especially helpful on future 
bookings. The general sentiment of 
the trade is optimistic and is that there 
is yet better business ahead. Although 
interest in future buying at this time 
is far from jobbers’ expectations, the 
feeling persists in wholesale houses 
that retail stocks of goods that will be 
required next fall and winter are quite 
small and that dealers will enter the 
market in due time. The future order 
list shows light bookings on syrup cans, 
ammunition, collars, pads and plow 
goods. Items leading in current de- 
mand at this time are packers’ cans, 


CHICAGO 


(Chicago Office of HARDWARE AGE) 


Cuicaco, July 28, 1931. 

VIDENCE continues to accumu- 

late that consumer buying has 

been postponed just about as 
long as it can be, and there is apparent 
after the mid-year a real freshening in 
news. An undeniably strong confirma- 
tion of improvement in consumer de- 
mand is offered in the seventh “period” 
sales report of Sears, Roebuck & Com- 
pany, for the four weeks ended July 
16. Sales show a much smaller sea- 
sonal decline than might have been ex- 
pected, and are only 1 per cent less 
than in the corresponding period a 
year ago. The decrease is only $248,- 
158. When this is taken with the 
sharply lower prices now prevailing, it 
indicates a substantial gain in the vol- 
ume of business. 
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ATLANTA 





ammunition, refrigerators, coolers, 
guns, table and pocket cutlery, oil 
stoves and ovens. Jobbers, as well as 
dealers’ stocks of seasonable items are 
reported full and well assorted to meet 
any immediate demand. 


COLLECTIONS 


Collections are still rather slow, how- 
however under present conditions are 
about as well as could be expected. 


PRICE REVISIONS 


Recent price changes have been few 
during the past two weeks. Prices on 
some articles made of iron and steel 
have shown recent declines, being re- 
duced from 5 to 25 per cent. Nails 
are quoted at $2.50 base, while large 
carriage and machine bolts show 70 
per cent discount and small 65 per 
cent. 


REALTY ACTIVITY 


Real estate and building activity in 
practically every populous center of 
Georgia has taken a definite turn for 
the better, according to the Georgia 
Real Estate Association, upon comple- 
tion of a survey of State-wide realty 
conditions. Reports of real estate ac- 
tivity and prospects reveal a decided 
upward trend of sales, rentals and 
building throughout the State. The 
report indicates that the demand for 





CROPS BEING MARKETED 


Farmers are anxious to turn their 
crops into money, particularly in the 
southwest, where the wheat crop is 
one of the largest known. The rush 
of wheat to the market during July has 
been in record volume. Many farmers 
have been getting nearly two bushels 
where they usually get one, although 
prices secured are the lowest in years, 
ranging around 32c. to 40c., depending 
upon location and freight rate. 

Real money is coming into farmers’ 
hands, forecasting the payment of debts 
and some purchasing of new supplies. 
Not all the bumper wheat crop will 
reach market through the usual chan- 
nels, as there are reports from the 
southwest of wheat being used as a 
direct medium of exchange. News- 


paper subscriptions, dental work and 





Drouth Handicaps 


Outlook Is Brighter Although 


Business 


retail store locations is better today 
than for the past two years. 


EMPLOYMENT 


Recent unemployment figures in this 
section are still rather discouraging. 
Industrial activity continues to be 
rather slow, however is expected to 
show improvement by early fall. It is 
estimated that there are more than 
30,000 people in Atlanta alone out of 
work at this time. 


CROP PROSPECTS 


From practically all sections of the 
cotton belt, reports speak of improved 
crop prospects. Much needed rains 
have been helpful and many sections 
saved from crop failure. The damage 
to tobacco by drouth has been consid- 
erable. With summer crops moving 
and supplying farmers with between 
season money, the next major crop to 
move will be Georgia’s tobacco, the 
market opening the 28th of July. 

Conditions of the tobacco market 
this season are expected to be more 
favorable for the grower than last sea- 
son. The tobacco acreage, according 
to reports, is 18 per cent less than last 
season. 

The peach season is now at its peak 
and while the drouth has reduced size 
and production of early varieties, prices 
have been fairly well maintained, 


Consumer Buying Increases; 
Several Price Changes Made 


even theatrical admissions are being 
paid for directly by specified amounts 
of wheat, and some newspapers are 
paying above the market price in ex- 
change for subscriptions. Districts of 
the north Texas plains announce the 
expected use of some of this surplus 
wheat next winter for fuel, to save the 
buying and hauling of coal. 

The U. S. Department of Agriculture 
has announced that farm wages on 
July 1 were at the lowest level of 
the last fifteen years, 123 per cent of 
prewar average, as compared with 160 
per cent a year ago and 112 per cent 
in 1916. The demand for farm labor 
was 73 per cent of normal in contrast 
to 84 per cent on July 1, 1930, so that 
the immense crops are being handled 
by fewer workers, harder work and 
longer hours. Farm labor costs there- 
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fore are probably as much reduced as 
are the prices of farm produce. 

The area of cotton in cultivation 
July 1 was announced by the Depart- 
ment of Agriculture as 10 per cent less 
than a year ago. Production last year 
was 13,932,000 equivalent 500-lb. bales, 
or 147.7 lb. an acre. The probable cot- 
ton production this year will not be es- 
timated until the August report. 


INDUSTRIAL WAGE FACTS 


While business leaders are still urg- 
ing the retention of high wages as a 
means of restoring prosperity, wages 
have been, in fact, sharply reduced all 
over the United States, as an outgrowth 
of obvious economic laws. 

Pay rolls in Illinois have been cut 
from an index of 100.2 in June, 1929, 
to 64 in June, 1931. As far as the 
spending power of the workman goes, 
the damage has already been done. 
Weekly wages of those employed are 
off from $32.30 in 1929 to $26.17 in 
1931, a loss of 19 per cent. Food is 
cheaper and so are many other prod- 
ucts, but a lot of fixed costs, even in- 
cluding so small an item as street-car 
fares, and so large an item as taxes, 
are as high as ever. 


MAIL ORDER COMPETITION 


The challenging advertising of low 
prices on hardware staples, by the de- 
partment stores of the mail-uider 
chains, continues very prominent in 
Chicago papers, as elsewhere. Such 
lines are featured as garden hose, lawn 
mowers, fencing, screen cloth, and al- 
ways, of course, automobile casings 
and tubes. It behooves the independent 
dealer to play up his own leader prices 
on these or other items available for 


CINCINNATI 


(Cincinnati office of HARDWARE AGE) 


CincinnaTI, July 28. 


ITH the approach toward the 
fall becoming shorter, there 
appears to be an increased 


feeling among hardware men that bet- 
ter times are closer. Not only is this 
feeling of optimism true among the 
hardware trade, but appears to be the 
general market attitude in this district. 


CURRENT ORDERS 
Business volume during the last two 
weeks in hardware merchandise showed 
relatively little change. In fact, cur- 


rent orders continue to flow in, in a 
steady manner, but, of course, the 
amount of business is not as great as 
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leader purposes, and to insist upon the 
cooperation of his jobber in the pro- 
viding of such “specials.” 


STEEL PRODUCTS 


Price schedules issued July 16 on 
nails and wire by the leading mills are 
reduced 10c. per cwt. from the 
previous prices issued March 7. Con- 
cessions below the March basis have 
been very common, but there is strong 
sentiment among the mills for main- 
taining the newly affirmed July sched- 
ule which to less than carload buy- 
ers in this area is as follows: Nails, 
$2.30 base; annealed fence wire, $2.75; 
galvanized fence wire, $3.20; and pol- 
ished fence staples, $2.75. Carload 
purchases are 25c. per cwt. lower, and 
small lot orders frequently 10c. per 
cwt. higher than the above-mentioned 
figures. 

Prices have just been reduced 25c. 
per cwt. on heavy farm fencings, Nos. 
9 and 11 gage, but no changes have 
been made on light field or poultry 
fencings, nor on gates. Fence posts 
were reduced slightly on July 1, to the 
small lot buyer, with no decline on 
carload purchases. All these lines are 
now felt to be at the low mark for the 
1931-1932 fall and spring seasons. 

Galvanized sheet steel prices are 
being well maintained at $4.10 per 
cwt., 24-gage base, for l.c.l. orders, 
and the mill advance of July 1 shows 
every sign of firmness thus far. 


PRICES AND DEMAND 


Copper seems to have definitely 
firmed at the price of 8c. per pound 
after some transactions were reported 
at 734c. Eight cents is an undeniably 
low price for copper, though the prob- 
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during the normal times. Orders call 
for all types of merchandise, both sea- 
sonal and staple. 


ORDERS REMAIN SMALL 


Quantity ordered, however, is obvi- 
ously in hand-to-mouth proportions 
anud indicates the hesitancy of local 
consumers to carry more goods than 
are necessary to cover actual needs. 
Jobbers, of course, are keeping their 
warehouses well stocked to care for 
almost any demand the dealer may 
make in quick time. 


PRICE SITUATION 


Occasional price adjustments are 
made to keep schedules in line with 








lems of overproduction and undercon- 
sumption still permit no assurance of 
permanent price firmness. 

Galvanized tubs and pails have been 
advanced by all manufacturers. On 
the staple items the advance amounts to 
at least 10 per cent and in other items 
the increase is much greater. 

While wood screw prices have been 
well held for the past month, they are 
at least 74% per cent lower than dur- 
ing the spring, and strenuous competi- 
tion continues among some of the man- 
ufacturers. 

The recent maket advance of 25c. 
on sheet zinc which followed the mora- 
torium announcement, is being firmly 
held and is now reflected in jobber quo- 
tations. 

The price weakness extending over 
a number of months on pound chain, 
log chains and other standard chain 
sellers has stabilized into a generally 
lower market, which, it is felt, repre- 
sents the bottom. 

Quite a fad has developed for out- 
door showers which are selling by the 
thousands. This is a hot-weather spe- 
cial which dealers will find worth while 
in volume and profit. 

Large sélling is reported on a new 
tool grinder in assorted colors which 
retails for $1. 

In electrical lines, continued warm 
weather keeps up the acute shortage 
of fans, and after several weeks of pres- 
sure the manufacturers are still behind 
on orders. 

Fishing tackle of all kinds is very 
much in demand. The dealer who has 
the stock is reaping the benefit from 
the vacationists. There is also quite a 
“run” on for large-sized play balls and 
beach toys. 


Better Feeling Develops; 
Current V olume Unchanged 


general market conditions, but district 
hardware jobbers are firm in their ad- 
herence of quoted prices and they are 
not offering inducements in prices to 
stimulate demand. 


RETAIL TRADE 


Business of hardware retailers has 
been holding its own in the retail 
balance sheets of the district. While 
consumers are not buying as often and 
as much as could be desired, the de- 
mand is in keeping with the present 
economic condition of the market. 


COLLECTIONS 


The credit situation has shown no 
change in the last few months. Job- 
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| Remington, 
WEEKLY LETTER. 





THE ONLY:-SHOT THAT COUNTS !S THE SHOT THAT HITS 





BRITISH SHOOTERS— 


American Ammunition 


PICKED American team recently 
journeyed to England to partici- 

pate in the greatest International Small 
Bore Match of the year. This match was 
shot at Bisley, England, on July 10th. 
Not since 1925 has England won from 
America. This year with a team of our 
best marksmen, we felt particularly con- 


fident. 


England won the match by a margin 
of two points. England 3927, America 

















3925. 


erack shots. 


Congratulations to the British 


Now here is the interesting part of the 
story. Seven out of ten of the British 
team shot Remington Palma. One of 
the American team shooting Palma made 
the highest individual score for the team, 
397 x 400. Without any desire to lessen 
the laurels of the victorious team, we 
wonder what would have been the out- 
come if all the members of the American 
team had shot Palma ammunition. 


There is a moral to this story which is, 
that our British cousins know supreme 
accuracy in ammunition when they shoot 
it and believe me—they stick to it. 


Remington ammunition holds all 
shooting records from 100 to 1200 
yards. 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, DIgby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 





The Greatest Value Ever Offered—The Remington Standard 


American Dollar Pocket Knife 





JULY 30, 1931 


© 1931 R. A. Co 
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bers report that collections continue 
to be slow and the situation still un- 
satisfactory. 


REAL ESTATE 


Real estate is showing no change 
in demand. Realtors indicate that 
small home buying has felt the usual 
summer stimulation, but that there are 
still many good buys on the market 
which, while attracting attention of in- 
quirers, have not brought purchasers. 
Large real estate deals are becoming 
relatively infrequent. 


FINANCIAL STATUS 


Banks and building associations re- 
port the presence of goodly deposits, 
and in the case of building associations 


BOSTON 


(Boston office of HARDWARE AGE) 
Boston, July 28. 


ETAIL over-the-counter sales the 
R past week fell off due to hot, 
sticky and rainy weather, and 
that fact naturally was reflected in 
wholesale house bookings. Business 
with wholesalers, however, did not fall 
below that of a year ago, and there 
is every reason to believe that July will 
make a very credible showing as com- 
pared with 1930. Beginning Aug. 1, 
many wholesale salesmen will be on 
vacation, certain firms still making it 
a practice to have all such workers 
away at one time. 

Thus during the first two weeks of 
August will come a real test of busi- 
ness. If, during that period, retailers 
order by mail or phone in sufficient 
volume to maintain wholesale ship- 
ments, the hardware market’s standing 
of the year to date will be sustained 
and the fact that New England long 
ago turned the business corner estab- 
lished. 


CURRENT BUYING 


Current buying, as might be ex- 
pected, is of seasonable and staple 
merchandise. It embraces galvanized 
pails, rope, lawn accessories, bits, pitch 
forks and other haying accessories, 
vacuum bottles, gallon food and liquid 
jugs, flashlights and batteries for same, 
and from certain sections of New En- 
gland the demand for builders’ hard- 
ware is a little more encouraging. All 
kinds of tennis goods have had and 
continue to have a big run, and the 
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money available for loans is fairly 
plentiful. A conservative policy of 
lending, however, still prevails gener- 
ally, although some building associa- 
tions are advertising for opportunities 
to place funds on hand out on loans. 


UNEMPLOYMENT 


Unemployment has shown a slight 
improvement in the last month, but 
the situation is still far from being 
satisfactory. The good weather has 
aided construction and, of course; the 
opening of places of amusement has 
tended to absorb some of the slack in 
the labor market. The large indus- 
tries, however, have not increased work- 
ing forces, and, in fact, some factories 
indicate that further reductions of 
working forces are possible. 





sticky weather has perked up buying 
of electric fans. 

Toy sail boats have begun to move 
out of wholesale stocks in some volume, 
and there is a good and _ sustained 
demand for the thousand of small items 
carried by the trade, such as clothes 
line hooks, fishing hooks, cup hooks, 
steel wool, brads, etc. Interest in 
futures other than galvanized ash cans 
and garbage cans appears to have 
tapered off somewhat of late. 


COLLECTIONS FAIR 


Collections generally are fair. Some 
wholesale houses have been pushing 
backward accounts this month and 
have collected quite a little money in 
this manner. Those retailers who de- 
pend to a considerable extent on the 
summer trade evidently have been do- 
ing comparatively well, because their 
payments to wholesale houses are more 
prompt. 


ENCOURAGING FACTORS 


Further evidences that general New 
England business conditions are con- 
stantly improving are becoming more 
apparent. While some of these de- 
velopments may not appear on the sur- 
face to have a direct bearing on the 
hardware business, and often concern 
small companies, they do have an in- 
direct bearing and collectively bring 
about better hardware buying. 

The New England melt of pig iron 
for the first time in many months is 
increasing instead of decreasing. If 
foundries are becoming busier it means 
other industries are securing orders. 





IRON FOUNDRIES 


The melt of local foundries has been 
held at a low rate for some months. 
Demand for castings has followed the 
recession in the whole metal working 
field. Local melters are running a 
few small heats weekly and are look- 
ing forward to a improvement in the 
market the early part of the fall. 


SHEET METAL MARKET 


The sheet steel market has been 
moving at the same rate of just less 
than 50 per cent of capacity for the 
last two months. Current orders are 
small in quantity, but consumers are 
ordering more frequently. Business is 
coming from scattered districts and 
from a large number of sheet con- 
suming industries. 


Sales Have Tapered Off; 
But Still Above Year Ago 


The Boston Chamber of Commerce has 
just announced that 20 new industries 
were established in the metropolitan 
area during June, bringing the number 
of new concerns established during the 
first half of this year up to 104. 

At Dalton, Mass., a woolen mill that 
was closed has reopened. The South 
Coventry, Conn., plant of the Union 
Hardware Co. is operating until 10 
o'clock each week-day night trying to 
keep up with its silk braid and fish 
line business. A Meriden, Conn., plant 
has just received an order for 15,000 
special electric table lamps, enough 
to keep the plant running for nearly 
a year. Part of the Bristol Co., Nauga- 
tuck, Conn., plant has been leased for 
the manufacture of talking records. 
The United States Rubber Co.’s plant 
in the same town has started operations 
following a period of inactivity. <A 
Rocky Hill, Conn., maker of artificial 
silk and rayon products has started 
work following a shutdown. There 
have been many other encouraging 
developments during the past week, all 
tending to show general business is 
improving. 


TO TAX CHAIN STORES? 


Both retail and wholesale hardware 
concerns will follow with much interest 
the reception accorded a bill that has 
recently been filed in the Massachu- 
setts senate by Representative Gins- 
burg of the Dorchester district of 
Boston. This bill provides for the 
licensing and taxing of chain stores, 
and is almost a verbatim copy of the 
Indiana law recently upheld. 
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OF IMPORTANCE, 


to all buyers of Kitchen Utensilse 
| THE A. & J. MANUFACTURING CO. 


has moved its office and factory from Bing- 
hamton, N. Y., to Chicago, III. 


A new Eastern distributing point has been 
established with a warehouse at Baltimore, 
Md., thus giving the trade 


TWO ADVANTAGEOUS SHIPPING POINTS 
CHICAGO, ILL. BALTIMORE, MD 


for 
THIS FAMOUS LINE OF 


GUALITY PRODUCTS 


Nickel-Plated Kitchen Tools 
Chromium-Plated Kitchen Tools 
Genuine Stainless Steel Kitchen Tools 
Egg Beaters and Egg Beater Sets 
Complete line of Quality Strainers 
Juvenile Kitchen Tool Sets 


SEND YOUR ORDERS TO EITHER CHICAGO OR BALTI- 
MORE, DEPENDING UPON WHICH IS CLOSER TO YOU. 
SEND YOUR REMITTANCE TO THE POINT WHICH . 
MAKES THE SHIPMENT. 


ADDRESS ALL OTHER CORRESPONDENCE TO THE MAIN 
OFFICE IN CHICAGO. 


A. & J. KITCHEN TOOL CO. 


Successor to 
THE A. & J. MANUFACTURING CO. of BINGHAMTON, N. Y. 


Eastern Warehouse Main Office and Factory 
601 South Haven St. 1949 North Cicero Avenue 
Baltimore, Maryland Chicago, Illinois 


A new illustrated price list is now being 
mailed out to the trade. If you do not re- 
ceive one write at once. 


A. & J. PRODUCTS ARE SOLD BY ALL LEADING HARDWARE JOBBERS. 
































(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, July 28. 
NE of the annual events in the 
QO Twin Cities is The Twin Cities 
Market Week, and this is 
scheduled for the first week in August. 
In the past, hundreds of merchants 
have gathered from over the Northwest 
for this event, and it is expected that 
this year will be no exception, despite 
the adverse conditions prevailing over 
the entire country. It has been pointed 
out many times that this part of the 
country is in better condition than the 
average, even with parts of it at pres- 
ent without sufficient railfall to assure 
good crops. While sections of the 
Dakotas are in this condition, the gen- 
eral average over the entire district is 
fair, and an average market for the 
Twin Cities for the year is expected. 


AGRICULTURAL PROSPECTS 


An interesting statement was made 
by the editor and publisher of The 
Nebraska Farmer, Sam R. McKelvie, 
upon his return from his duties in con- 
nection with the Federal Farm Board, 
to his position in his own organization. 
He said: 

“T am not the least bit discouraged 
over the outlook for agriculture and 
the communities that are supported by 
it. New crops mean new wealth, and 
the purchasing power of the farmer 
will give impetus to the wheels of in- 
dustry throughout the land before 
another six months rolls around. . . . 
Those who have confidence in this 
market now will reap a rich reward 
in the months and years not far ahead.” 

Confidence in the Northwest is not 
lacking among those who make this 
part of the country their home, and 
improved conditions are anticipated 
before the end of the year. 


TWIN CITIES 


WINTER WHEAT 


The July forecast for winter wheat, 
which is now being harvested in Ne- 
braska and Iowa, is above the five-year 
average of the last five-year period. 
Many of the farmers are planning to 
hold their crops, in the belief that bet- 
ter prices will be quoted in the months 
to come. Others are planning to feed 
to stock and market it in that way, 
and thus obtain a larger price for it. 
This is already indicated by the fact 
that the average weight of hogs re- 
ceived at the South St. Paul market is 
greater than ever before. 


OTHER FARM CROPS 


Iowa anticipates one of the greatest 
corn crops in the history of the State, 
judging from present conditions. In 
some of the other States the corn crop 
may fall below the average, but a fair 
crop for the entire area is anticipated. 
In the sections where diversified farm- 
ing is practiced, conditions are much 
more favorable. 

All of this information is given here 
because this is essentially a farming 
community, and in the last analysis, 
the Northwest merchants, both whole- 
sale and retail, depend greatly on the 
success of the farmer. 


LIVE STOCK 


In the principal live stock markets 
for the Middle West—Omaha, Sioux 
City and South St. Paul—the receipts 
for the first six months of this year 
exceeded those of last year, with the 
exception of hogs, which showed a de- 
crease. : 


REFRIGERATORS ACTIVE 


Electric refrigeration shows a health- 
ful condition, and dealers in this line 








Conditions Above Average; 
Farm Prospects Promising 


are finding sales better than the aver- 
age. This form of food preservation 
in the home is meeting with increasing 
favor on the part of the public. And, 
somewhat paradoxically, ice dealers 
have found an increasing demand for 
their merchandise. This is believed to 
be the result of the advertising cam- 
paigns of the refrigerator people, who 
have awakened the public to the need 
of better methods of food preservation. 


ELECTRIC FANS 


Electric fans have continued to meet 
with good demand, even with the edge 
taken off the heat wave during the 
past week. The season is young yet, 
and August still offers a good sales 
argument for the dealer in electric 
fans. 


BUYING TREND 


Buying by merchants in the various 
lines still continues on the basis of 
filling in stocks for immediate future 
needs, although the Market Week, 
mentioned above, will doubtless see 
many orders placed for fall and holi- 
day business. 


PRICE SITUATION 


Prices are steady, showing prac- 
tically no change for the past week. 
Solder is slightly lower, strictly half- 
and-half solder in 100-lb. cases being 
quoted at 2014 cent per lb. This is 
the only change to be reported. 


COLLECTIONS 


Collections continue at about the 
same level as“during the past months, 
with credit departments in both whole- 
sale and retail lines giving very close 
attention to their part of the business 
organization. 


Holland Hardware Firm Responds to Recent Hardware Age Article 


Browm Co., Warren, Ohio, 

has received the following 
letter from the Heenk hardware 
establishment, 99 Groote Houtstraat, 
Haarlem, Holland: 

“In HarpwareE AcE of April 9 
we read on pages 37, 38 and 39 very 
interesting news about your discover- 
ing a way to get a hearing with the 
public in competition with depart- 
ment and mail order stores. 

“We are sure you belong to the 
American Hardware Association and 


| Brown J. BROWM, of the 
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since a number of years we belong 
to the Netherland Hardware Associa- 
tion. 

“You would render a very great 
service if you would kindly send us 
a complete set of your latest adver- 
tising papers. 

“The competition being very keen 
in our country it would perhaps be 
possible to start a similar paper here, 
as you did. 

“Thanking you very much in an- 
ticipation, we will be glad to render 
you a service if possible. 





“We enclose 3 Int. stamps for your 
esteemed reply and the costs of mail- 
ing the above mentioned papers.” 

The article referred to described a 
cooperative advertising plan, which 
was sponsord by Mr. Browm and has 
been found very effective in off- 
setting the effects of the extensive 
advertising campaigns used by most 
department, chain and mail order 
stores. Judging by the interest mani- 
fested by the Holland firm, competi- 
tion is just as troublesome in Holland 
as in our own country. 
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Above: Screwless Switch Plug 
"No, 7762. Made extra service - 
able by patented switch mech - 
anism, operating with excep- 
‘tionally long 2-point break, 
with current-carrying and 
current- breaking capacity away In excess of normal needs. . . 


At right: Screwless Plug No. 7760 without switch. Having the 
same features of spring clip fastening as No. 7762. 

At left: CORD SETS with the new screwless plugs move fast 
across Dealers’ A bled with impraved plug cap 
and Rockbestos Heater Cord. The plugs sell the sets! 5 
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Screws 


2 or loosen 


ALTERNATE heating and cooling, twist- 
ing and pulling loosens holding screws 
in ordinary plugs so they soon fall apart 
—useless. These new plugs stay to- 
gether and stay USABLE. 


NO HOLDING SCREWS to loosen and 
lose out of ARROW Screwless Heater 
Plugs. Plug sections are held together 
by SPRING CLIPS—self-adjusting to 
temperature changes, yanks and twists. 


EASIER TO WIRE than screw-held 
plugs. To take apart, simply slip off 
spring clip at bottom and collar spring 
at top. Convenient ! 


NEWLY DESIGNED of lustrous BAKELITE; 
modern, attractive, appealing to your 
customers. Ask for catalog data-sheet 
—fully descriptive. 


HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. 


JULY 30, 1931 


HARTFORD, CONN. MAKERS OF ELECTRIC SWITCHES SINCE 1890 
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NEW YORK 


New York Ciry, July 28. 
ELATIVELY speaking, sales of 
metropolitan wholesalers, both 
for July, and for the first six 
months of the year, have been more 
satisfactory than the national average. 
It is learned from an authoritative 
source that nearly one hundred repre- 
sentative wholesale hardware estab- 
lishments, located in every section of 
the country, have reported sales for 
the first six months of the year as 
averaging 17 per cent behind those 
of the corresponding period of a year 
ago. The same group has estimated 
depreciation, due to price reductions 
as averaging 13 per cent. In view of 
these figures, the sales volume of the 
majority of local jobbers can be con- 
sidered very satisfactory. 

The month just closing has been a 
more satisfactory one than was an- 
ticipated earlier in the year. In a few 
instances, July sales with some local 
wholesalers compare quite favorably, in 
every respect, with the same month a 
year ago. Most wholesalers, however, 
report sales for the month as running 
from 5 to 10 per cent under last year’s 
totals. Jobbers who have maintained 
their volume despite price declines, 
largely attribute the accomplishment 
to increased selling effort and greater 
attention to every detail of the busi- 
ness. Some have stocked lines, which 
they have never previously handled 
and which are in fairly active con- 
sumer demand, in an endeavor to sus- 
tain their sales volume, offsetting the 
effects of a lighter demand for some 
of the more staple lines. Others have 
combed their sales territories more 
thoroughly, or have carefully watched 
the opportunity to pick up “distress” 
merchandise that might be offered to 
dealers at very attractive figures. 


HEAT AIDS BUSINESS 


The hot and humid weather of the 
past month has exerted a stimulating 
influence on consumer buying. This is 
particularly true of hot weather and 
other seasonable merchandise. Items 
of the type serving to make the high 
temperatures more bearable have been 
quite active. Among the articles that 
are enjoying an especially active de- 
mand are: electric fans, water coolers, 
refrigerators, ice cream _ freezers, 
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vacuum bottles and jugs, garden hose, 
sprinkling cans. Outing equipment 
continues to move in a brisk manner, 
with fishing tackle, bathing equipment, 
picnic supplies and golf and tennis 
supplies especially active. 


RETAIL STOCKS LIGHT 


Retail stocks continue to have a sub- 
normal average. Wholesalers declare 
that this condition is emphasized im- 
mediately when a hot spell occurs, as 
numerous orders are received from 
dealers for rush shipments of the sea- 
sonable type of merchandise found in 
nearly every hardware store. Jobbers 
point out that stores having ample re- 
sources for carrying adequate stocks 
are making a serious mistake when 
they permit seasonal stocks to become 
depleted in the midst of the active sell- 
ing season. In some instances, how- 
ever, it is believed that retailers who 
would like to carry larger stocks are 
unable to do so because of insufficient 
capital. 


PRICE INFORMATION 


The price situation continues to re- 
flect an easier tendency, although there 
are a few exceptions where advances 
have been recently announced by man- 
ufacturers. On some of the most com- 
petitive staple lines efforts to maintain 
established prices have been unavail- 
ing, and concessions, especially on 
quantity purchases, are being made. 
A new price list issued by the Read- 
ing company quotes lower prices on 
such items as flush bolts, sash fasts, 
cupboard turns, and similar miscel- 
laneous finishing hardware items. Con- 
sumer prices on Segal razor blades 
have been advanced from a former 
retail price of 5c. per blade to 7c. 
per blade. Makers of galvanized ware 
have announced advances ranging up- 
ward to 10 per cent. Manufacturers 
of picks, mattocks, sledges, mauls, etc., 
have reduced prices from 5 to 10 per 
cént. The low prices on the inexpen- 
sive grade of shovels, instituted several 
weeks ago by leading manufacturers 
are still in effect at figures said to 
be considerably under the cost of pro- 
duction. Wholesalers declare that the 
low shovel prices have not materially 
stimulated the demand and express the 


July Sales Exceed Expectations; 
Showing Is 


Relatively Good 


opinion that present prices will be 
shortly withdrawn. 


RETAIL COLLECTIONS 


According to the Credit Bureau of 
Greater New York, the collection per- 
centage of twenty-six retail stores se- 
lected as an index of business condi- 
tions during June showed a decrease 
of less than one-half of one per cent. 
Nine of the stores showed an increase 
over the corresponding period of last 
year, while eleven others reported a 
decline. This was considered a very 
favorable showing as compared with 
preceding months when increases were 
few. Wholesale collections continue to 
have a rather unsatisfactory status and 
credit managers of most jobbing estab- 
lishments are keeping a very close tab 
on outstanding accounts. 


SEEK CHAIN STORE TAX 


An organization has been formed 
in New York City which aims to com- 
bat chain store competition by instigat- 
ing State legislation to impose a tax 
on chain stores, similar to the Indiana 
law which was recently upheld by the , 
United States Supreme Court. Repre- 
sentatives of twenty retail organiza- 
tions are said to be participating in the 
plan to encourage passage of a chain 
store tax law in New York State. 


HOME BUILDING GAINS 


Building contract awards during the 
first half of July in the metropolitan 
area aggregated $27,279,100, with pub- 
lic works and utilities contributing the 
largest sum, $11,013,500, according to 
the F. W. Dodge Corporation. 

Residential building amounted to 
$9,613,800 _and_ non-residential con- 
struction to $6,651,800. The second 
quarter of 1931 produced a larger 
amount of residential contracts than 
did the same period in 1930, the 
Dodge report shows. The gain 
amounted to 21 per cent, as com- 
pared with a first-quarter increase 
over the corresponding period last year 
of 65 per cent. 

For the first six months of this year 
residential contracts were 39 per cent 
above the same period last year, the 
metropolitan district being the only 
important section east of the Rocky 
Mountains to show a residential gain 


for the first half of 1931 over 1930. 
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U.S. HAME COMPANY 
Buffalo, N. Y. 


Canadian Representative: 
U. 8S. Hame Co. 
130 Queens Drive, 
Weston, Ont. 


sesaseses SEND THIS COUPON! cssesesens 


U.S. HAME CO., 
134 Tonawanda St., 
Buffalo, N. Y. 
Gentlemen : — 
Please send me your illustrated folder giving details 


and specifications of the USHCO Lawson line ofwrenches. 


Name 





Address__ 





City 





JULY 30, 1931 






ERE’S a new wrench that the householder and me- 
chanic need... and will buy. It gets into tough places, 
odd corners and such... grabs, holds, and does the job. It’s 
an easier and faster wrench to use and is definitely better 
because of its patented principle and the angle handle. 


The angle handle, drop forged with the jaw frame in one 
piece, gives the wrench great strength and makes it pos- 
sible to get to pipes lying flush with a floor, wall or ceiling. 
And Mr. Householder will appreciate another factor... you 
simply can’t skin or knock your knuckles on the floor, pipe 
or other object next to the pipe on which you are working. 
The angle handle makes that impossible. 


U. S. Hame Company has built this USHCO Lawson Wrench 
to last a lifetime ... dressed it as modern merchandise should 
be dressed ...it goes out in the right color and container... 
and comes in the following sizes, 8”, 10”, 14”, 18", and 24”. 


Details of our merchandising plan and the specifications 
of the USHCO Lawson line of wrenches are yours for the 
asking. Write us today! 
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MYERS 


Self- Oiling 
WAT ER’ 


SYSTEMS 


ATURE 
the most persua- 
sive sales talk that 
can possibly be given 
in favor of running 
water at the turn of 


provides 


a faucet. Extreme 
temperatures are pow- 
erful exponents of 
modern water facili- 
ties for the home or 
farm. Myers Water 
Systems provide the 
opportunity to have 
plenty of water for 
every purpose. No 
more pumping, no 
more carrying. Water 
wherever and when- 
ever needed. They 


bring relief from water 
drudgery and are 
adaptable to a wide 
range of economical 
service which makes 
them particularly de- 
sirable from the stand- 
point of sales and 
profits. 


Cataleg and informa- 
tion on request. 


THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 
PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 


A Myers Quality 
Built Water Sys- 
tem for shallow 
wells. Capacities 
250 and 340 gallons 
per hour. Complete 
automatic control. 
Self-oiling,self-start- 
ing, self-stopping. 
Designed for oper- 
ation with central 
station electric cur- 
rent, or farm light- 
ing plant. Econom- 
ical. Dependable. 












What About Margins? 


PHILADELPHIA, Pa.—The fact pointed out by a “promi- 
nent western hardware man” published in your issue of 
July 16, that lower prices mean smaller margins for hard- 
ware distributors must present a very serious problem 
under present conditions. If, for the sake of easy figur- 
| ing, we assume for certain articles the consumer pays over 
the retail counter twice as much as the manufacturer 
charges his wholesale customer, then the wholesaler and 
retailer combined lose as much from their margin as the 
manufacturer loses from any reduction in price. Buyers 
driving for lower prices to make selling easier do not 
| seem to realize this. 


As an illustration, if a carpenter can buy over the 


counter in a retail hardware store a nail hammer for $1 
and if the manufacturer should sell this hammer to his 
wholesale customers for $6 a dozen, the wholesaler and 
the retailer would divide a margin of $6 per dozen be- 
tween them. For a hammer sold over the counter at 75 
cents the manufacturer’s corresponding price would be 
$4.50 a dozen and the margin for the wholesaler and the 
retailer likewise $4.50 a dozen. The manufacturer would 
receive $1.50 per dozen less and the wholesaler and re- 
tailer likewise would receive $1.50 per dozen less. The 
only difference in the cost to the wholesaler and the re- 
tailer would be the interest on the capital invested and 
the insurance on their stock on hand. This difference 
would be almost too small to measure. The whole prac- 
tice of figuring margins and cost of distribution as a per- 
centage of either selling or purchase price is misleading. 

Not only is a margin based on selling price actually 
misleading, but also the cost of distribution varies greatly 
according to the class of goods or the way in which they 
are handled. It is self evident that when goods can be 








remarked and reshipped in the original shipping packages 
the cost of handling is very much less than for items that 
have to be unpacked, placed on shelves and repacked. If 
all the elements of actual cost are considered, it is safe 
to say that it costs the wholesaler less than half as much 
to reship in the original packages one dozen nail hammers 
as it does to unpack them, put the boxes on the shelf and 
repack in broken lots. 

Wouldn’t it be worth while for Harpware AGE to solicit 
opinions of jobbers on the desirability of developing some 
more reasonable basis of computing costs and conse- 
ary margins for both wholesalers and retailers? 

FAYETTE R. PLUMB, 
President, 


Fayette R. Plumb, Inc. 





How It Started 


Wire was first made by hand in England at Mort- 
lake, the time being in 1663. Wire drawing, how- 
ever, preceded the above by over 100 years, the 
process being invented or accomplished by Duke 
Robert of Nurenburgh. The Romans also resorted 
to the use of copper strands something like wire. 
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No. 1925 


The Last Word 
In Garage Hardware! 


ta Automobiles 
step ahead-- 
so do owners seek 
greater strength, im- 













proved convenience 





and more genuine 





















value in Garage Hardware. The 


Dependable Line GRIFFIN Wrought Steel Garage 


Hardware Set shown here is built to 


for He rdwa re Dealers meet this demand. It offers all that 


can be desired; and provides it with 








For many years dealers have economy, too. Many other Garage 
in E ed , 
eT — a va Sets as well as GRIFFIN Hinges are 
proven by their consistent satisfac- shown in the new GRIFFIN Catalog 
tory performances at all times and | a 
sine ak sadiiiens. which will be sent upon ee 







Corbin Extruded Metal Padlocks 
are known the world over for 
security, strength, durability and 
correct design, that is why pro- 
gressive hardware dealers are con- 
centrating on this one dependable 
line. 














| Ask your jobber or write us direct 












Corbin Cabinet Lock Company 


THE AMERICAN HARDWARE CORPORATION SUCCESSOR 
New Britain, Conn.,U.SA. 


NEW YORK CHICAGO PHILADELPHIA 











anufacturing Company 


ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PuRCHASE Sr. 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 Market Sr. 
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...9ell them one set 
and you sell them for 
all their furniture... 



















Profits — Sales 
Repeat Business 


One set of “AcwEs” 
sells another set. Cus- 
tomers who once use 
these casters imvaria- 
bly return for more. 





T’S the ball bearing feature that makes 

“AcmES” the outstanding casters of the 
hardware trade. “AcMES” roll along in 
any direction—smoothly, easily, without 
effort or noise. Floors, rugs or carpets are 
never injured or marred. Here is the mod- 
ern caster for modern homes. Let us send 
you a sample together with prices. 


THE SCHATZ MANUFACTURING CO. 
POUGHKEEPSIE NEW YORK 








Fond mother: Quiet, dear, 
the sandman is coming. 

Modern child: Okay, mom, 
a dollar and I won’t tell pop. 





” 


“Ah, my dear young lady! 
| exclaimed the attendant at 
the awesome entrance of a 
| silken-hung room. “You wish 
to consult Madame Maha- 
| rajah, the great mystic of the 
| Orient?” 
“Yep,” replied the caller. 
| “Tell her that her kid sister’s 
here and ma wants she should 
get a couple pounds of liver 
wurst on her way home.” 





Nitt: “Once I saved a man’s 
| life, but I never got a medal 
| for it.” 


Witt: “Give particulars, 
please.” 
Nitt: “An inebriate once | 


came home to his apartment 
| and turned on only hot water 
to take a bath, and he would 
have been scalded to death, 
only I happened to be janitor 
of the building and there was 
no hot water.” 





Mrs. “Where have you been 
all the evening?” 

Mr.: “At the office.” 

Mrs.: “Then you must be 
made of asbestos. Your of- 
fice building burned down 
three hours ago.” 





“What is Francis Scott 
Key’s- greatest distinction?” 

“He knew all four verses of 
the Star Spangled Banner.” 





| Nell—We’re the 
| bride a shower. 

| Dora—Fine, Ill bring the 
| 


| soap. 


giving 





“Was our baby sent down 
from heaven, mother?” 
“Yes, Bobby.” 
“T guess they like to have 
things quiet up there, don’t 
| they, mother?” 





‘his bootlegger. 











Compiled by 


Justin PHuUNN 


Visitor in county jail: 
“What terrible crime has this 
man committed?” 

Warden: “He didn’t com- 
mit*any crime at all. He was 
going down the street a few 
days ago and saw one man 
shoot another, and he is held 
as a material witness.” 

Visitor: “And where is the 
man who committed the mur- 
der?” 

Warden: “Oh, he’s out on 
bail.” 





A certain drinking gentle- 
man of Scotch origin received 
a batch of bad liquor from 
It was so bad 
that he wouldn’t drink it, nor 
would his friends. In des- 
peration he decided to give it 
to the darky who took away 
the ashes each week from his 
basement. After giving it to 
him, he asked him the next 
week how it was. 

“It was jus’ exactly right, 
boss.” 

“Whadd’ya mean that 
liquor was exactly right!” 

“Well, boss, I means dat if 
it had been any worse, 1 
could’na drank it and if it had 
been any better you wouldn’t 
of give it to me.” 





“What’s the fuss in the 
school yard, sonny?” asked 
the gentleman passing a ward 
school. : 

“Why, the doctor’s just 
been around examinin’ us, an’ 
one of the deficient boys is 
knocking hell out of a perfect 
kid.” 

“You say you cannot get 
along with your husband. 
People must learn to bear and 
forbear. Did you ever try 
heaping coals of fire on his 
head?” 

“No; I don’t know as I ever 
did. But I’ve tried hot water.” 
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Florenz Ziegfeld believes 
the standard of beautiful 
womanhood is growing daily 
in these United States. He 
was moved to a few remarks 
by “the superb collection of 
beauty” that sought places in 
his new show.—Associated 
Press dispatch. 

Florenz Ziegfeld, in quest 
of some girls to glorify in the 
forthcoming 21st edition of 
his follies, sat in the front 
row of the Ziegfeld Theatre 
and complained bitterly about 
the general lack of beauty in 
women.—United Press dis- 
patch. 

We're betting on the Asso- 
ciated Press—you know what 
the United Press did with 
that armistice—New Yorker. 


The circus strong man rode 
out on horseback to challenge 
a farmer whose great strength 
had gained him a reputation. 
He entered the farmyard, tied 
up his horse and approached 
the farmer. 

“Hey,” he said, “I’ve heard 
a lot about you, and have 
come a long way to see which 
is the better man.” 

Without answering, the far- 
mer seized the intruder, 
hurled him bodily over the 
fence into the road and re- 
turned to his work. : 

When the loser had recov- 
ered his breath the farmer 
growled, “Have you anything 
more to say to me?” 

“No,” was the reply, “but 
perhaps you'll be good enough 
to throw me my horse.” 


James: “I’m the happiest 
man alive, I’ve got the finest 
wife in the country.” 

John: “Yes, that does make 
a man happy, having his wife 
in the country.” 


Teacher: “Johnny, do you 
know who built the Ark?” 

Johnny: “Naw.” 

Teacher: “Correct for once 
in your life.” 


The sound of a meek mas- 
culine voice came over the re- 
ceiver of the doctor’s tele- 
phone: “Doc, my wife has just 
gotten a hitch in her jaw-bone 
and can’t open her mouth. If 
you're out this way in the next 
week or so, you might drop in 
and see if anything can be 


A lady much above the 
usual size was trying to enter 
a street car. A passenger, 
who was waiting to get off, be- 
gan to laugh at her futile 
efforts. 

“If you were half a man, 
you'd help me on this street 
car,” snapped the fat lady. 

The passenger retorted: 
“Madam, if you were half a 
lady, you wouldn’t need any 
help.” 


First Ag Stude: “What part 
of a cow do the chops come 
from?” 

Second Ag Stude: “Don’t 
you know?” 

First: “Do you?” 

Second: “Haven’t you ever 
heard of a cow licking its 
chops?” 


“T see you have a notice, 
‘We aim to please,’ ” remarked 
the irritated customer to the 
chain store manager. 

“Yes,” replied the manager, 
“that is our motto.” 

“Well,” said the customer, 
“you ought to take a little 
time off for target practice.” 


Him: “I can’t see what 
keeps you women from freez- 
ing.” 

Her: “You aren’t supposed 
to, big boy.” 


“There’s the piano,” she 
said, “Please play something.” 
He rose to his full height, 
pushed back his long black 
hair, adjusted his cuffs. He 
sat before the piano. Some- 
thing was amiss. He searched. 
How he hunted! He turned 
despairingly. 

“Gloria,” he groaned. 
“Where is the slot?” 


“Thanks very much,” said 
the vicar, as little Tommy 
handed up his offering for the 
harvest festival; “I must call 
around this afternoon and 
thank your mother for these 
eight beautiful apples.” 
“P-please, sir,” stammered 
Tommy, “would you m-mind 
thanking her for t-twelve ap- 
ples?” 

Stenographer: “Your little 
girl wants to kiss you over 
the phone.” 

Busy Manager: “Take the 
message. I'll get it from you 








done for her.” 
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later.” 








Loew’s Jersey City Theatre, Jersey City, N. J., a 
representative building in which Lawson-Milwaukee 


Flardware has been. installed. 

















For Greater Profit 


—you’ll find that Lawson-Milwaukee Hardware puts 
you in a position to make more money. 


—it’s specified by architects and approved by builders 
for higher standards in workmanship, finish and 
design. 

—it’s complete, which enables you to secure the most 
protable business from all types of buildings. 


—it’s compact, which permits you to keep your stock 
down. 


—ask for the catalog! Become acquainted with the 
many advantages of Lawson-Milwaukee Hardware. 
See how Lawson-Milwaukee will help you make big- 
ger dollars and more of them. 


No. 1988 Cast Metal 
Mortise Bolt 


—a popular unit in the Law- 
son-Milwaukee line—carried 
by leading hardware retailers 
and wiolesalers as standard 
stock for many years. , 





MILWAUKEE STAMPING CO. 
Milwaukee, Wis. 


LAWSON 
MILWAUKEE 


Keep Your Stock COMPACT Buy this COMPLETE Line of 


SPRING HINGES 


Sales Rooms and Warehouses 
Milwaukee Stamping Co., 416 Tiroadway, New York City 
Milwaukee Stamping Co., 150 N. Wacker Drive, Chicago, Ill. 
Cc, E. Harris, 120 E. Pearl St., Boston, Mass. 
F. J. Alien, 1830 Roberts St., New Orleans, La. 
J. H. North, 1002 Woodlawn Ave., Dallas, Texas 
R. F. Bevers, 521 30th Ave., South, Seattle, Wash. 
F. W. Jonas, 320 E. 3rd St., Los Angeles, Cal 





Chas. T. Walker, Ltd., 507 Coristine Bldg., Montreal, Que., Can. 
Peterson Sales Co., 1921 Blake St., Denver, Colo . 
T. Mortimer & Co., 64 Wellington St., West, Toronto, Ont., Can. 


Thomas G. Perry, 406 Southeastern Trust Bldg., Atlanta, Ga. 
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that make pipe cimeaatibies 
easier, faster, with balanced 
stocks—build repeat business 


It is the clearance from the cutting points, 
the “‘ backed - off’ design, that elimi 

“drag’’ and makes ARMSTRONG BROS. 
Pipe Dies easy cutting. It's the stuff they're 
made of (Vanadium Tool Steel) that makes 
this improved design possible and that holds 
sharpness. The features of these dies include: 





Solid Pipe Dies Adjustable Pipe 
Free cutting Top Rake Dies 
“"Backed-off” Chasers Correct cutting angle 
Ample Chip Clear- ” Backed-off” Chasers 
ance Correct Throat 
Vanadium Steel Angle 
Chasers Ample Chip Clear- 


Chasers solidly sup- once 


ported (cast-weld- 
ed into die body) 


Special Vanadium 
Tool Steel 


ARMSTRONG BROS. Stocks have bodies of 
Certified Malleable Iron, are smoothly 
finished, accurately machined. They are 
handier, are balanced — carry the Arm-and- 
Hammer Trade Mark, the recognized mark 
of the “ Better Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 





Write for Catalog B-27, 
176 pages of Quality Tools 











They Went on a Cash Basis 


(Continued from page 29) 


are already back trading with 
us, and we feel that is the way 
it will work out in the majority 
of cases. 


“Sometimes a customer whose 
credit is good comes and asks us 
what we are going to do with 
him, in case he wants to buy a 
few dollars worth of goods, and 
hasn’t the money at the moment. 
‘All right,’ we tell him, ‘we’ll 
loan you $10 and take your note.’ 
That is business-life. If he bor- 
rowed $10 at the bank he would 
be required to give a note. Why 
not here? This answer seems to 
satisfy such customers.” 

Every year the Audubon 
Hardware Co. has staged a big 
special sale in February, some- 
times featured as the “Capacity 
Sale” and sometimes as a “‘9-Cent 
Sale.” This runs for one week. 
On the company’s twenty-fifth an- 
niversary such a sale was staged 
with great success. The Audubon 
Republican ran a ten-page spe- 
cial section in honor of the an- 
niversary. The front page of the 
section was devoted to feature 
articles about the store, its his- 
tory, its founders, the personnel 
of the staff, etc. A double page 
spread in the center, contained 
the advertisement of the specials 
the company was offering during 


the anniversary sale. The other 
inside pages were devoted to 
large display advertisements by 
the manufacturers of the princi- 
pal lines handled by the com- 
pany. 

In addition to this, a circular, 
full newspaper size, went out to 
the mailing list of farmers and 
townspeople. The entire circular 
was devoted‘to 9-cent items, fully 
illustrated. The cuts are fur- 
nished by-the manufacturers and 
jobbers. No less than 100 sep- 
arate and“ distinct items are 
shown. 

“We have found, in _ these 
sales,” said Mr. Lang, “that our 
specials just about carry them- 
selves. By that I mean that the 
volume we do on .the specials 
nicely pays for the advertising 
and what other business we do as 
a result of having the crowd in 
here for a week, begins to show 
a profit. The advertising costs 
us around $250. 

“During the anniversary sale 
we had fourteen people working 
here, counting ourselves, and we 
were all so busy just taking the 
money, that we couldn’t get 
around in the store to try to sell 
anything. It was all we could 
do to keep wrapping packages 
and making change. 





Profitable Salesmanship of the Future 


(Continued from page 34) 


ture purchases. The seller re- 
duces his profit and in the end he 
may find himself giving away a 
part of his capital assets. 
Nothing is so easy as to cut 
prices; and nothing is so hard as 
to get them back when once they 
have been pulled down. Any 
child can break an egg by throw- 


ing it on the floor, but all the 
learned scientists in the world 
cannot pick it up again. Any 
fool can cut a price but it re- 
quires the combined power of the 
industry in an attempt to put it 
back again. 

The constant lowering of prices 
is an endless process; it lowers 
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us into a hole, the bottom of 
which has never been reached. 
The price cutter may be low to- 
day, but his competitor will see 
to it that he is not low enough 
tomorrow. In this downward 
trend of prices there comes a 
time when the selling prices are 
below the cost of production, 
profits are dissipated and busi- 
ness is being transacted at a loss. 
In this wild scramble for volume, 
industry must learn that distress 
lurks just ahead and the only 
remedy lies in sales at cost plus 
a profit. 


The large corporation, because 
of its supposedly vaster re- 
sources, cannot expect to win at 
such a game. Whenever the sell- 
ing structure is lowered so that 
it focuses attention upon nothing 
but price, the large corporation 
is at a serious disadvantage be- 
cause the small company has the 
ability to maintain personal con- 
tact with customers which is the 
balance of power often swinging 
the order. That intimate con- 
tact, offering a specialized ser- 
vice, which a small concern holds 
out to customers, is a very tan- 
gible advantage held over the big 
unwieldy corporation. 

If pressure is constantly ap- 
plied to maintain consumption in 
line with production, then most 
of our difficulties might disap- 
pear. That is, of course, assum- 
ing we could check the desires 
of ambitious producers from ad- 
ding unduly to their plant ca- 
pacities. There are, however, 
those who are obsessed with the 
idea that they are privileged and 
that they alone are entitled to 
keep growing. 


Business at Any Price 


Price cutting has educated 
buyers to realize that the low 
price of today may not be the low 
The prob- 


price of tomorrow. 
lem is not so much the cut price 
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as it is the attitude of some of 
the sellers who are out to get the 
business at any price. Invariably 
they cut their own low price and 
such a policy incurs economic 
loss. The regrettable part is that 
someone loses his temper and 
uses his time and money to pre- 
vent someone else from getting 
business to which he may be en- 
titled. Under such conditions a 
fertile field is being created for 
competitive materials which may 
profit from the uncertainty 
created. We should never forget 
the old adage “whom fortune 
wishes to destroy she first makes 
mad.” 


This Is Salesmanship 


Of course you cannot get all 
orders without price being the in- 
ducement in some cases, but there 
are many other factors worth 
talking about. When the price is 
once submitted there should be 
no further concessions. That is 
salesmanship. 

If demoralized price cutting is 
to be eliminated and the business 
transacted on a basis of profit, 
the manufacturer must exert his 
leadership, and in the formula- 
tion of his selling policy, he must 
define fair practices and then 
vigorously enforce them without 








any partiality or deviation. One | 


of the most constructive influ- 
ences is the adoption of one 
price, thereby establishing prices 
and discounts that will be fair to 
all. 

In the meantime, notwithstand- 
ing, the price wars go merrily on. 
The buyers sit on the side line 
playing the part of victimized 
bystanders. Their great hope is 
that in the near future 
to the buyer through cut prices” 
will give way to a more intelli- 
gent stabilization of prices with 
a fair profit to all concerned. 

Our living standards are no 
longer confined to food, shelter 
and clothing. We have expanded 
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The Hardware 
Trade Fooled Us 


LEPAGE’S 
Gripspreader 
MUCILAGE 





Dozen Display No. 7 


But We Like It! 


When this package was placed 
on the market we didn’t think it 
was built for the hardware 
trade. Yet, it didn’t take long 
before we were getting orders 
from hardware jobbers. 


What’s the answer? Perhaps it 
was the universal appeal of this 
pioneer item that had an abso- 
lutely new idea in spreading. In 
less than three years the hard- 
ware market had absorbed sev- 
eral millions of bottles. 


No. 7 is a ten,cent item—and we 
know many of the retailers are 
selling ’em by the dozen. This 
puts it in the $1.00 turnover 
class. 


It has that flexible rubber top 
that spreads so easily—and fits 
in the hand so njcely. If you 
don’t sell this item, please write 
for a sample on your business 
letterhead. 





Russia Cement Co. 


Gloucester, Mass. 
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THE STANDARD “CHIEFTAIN” 





Added 
Business 
for You 


If you are not now selling electric 
ranges, any business of this kind 
that you can secure will be added 
business. 
And there is business available 
on electric ranges. 
There is today a decided trend 
towards electrical cooking. 
Who is to eell the women in your 
community the electric ranges 
they want to buy? 
Why should they not buy their 
electric ranges in the stove depart- 
ment of the hardware merchant? 
The hardware merchant’s stove 
department has, in fact, been for 
years the accustomed place to buy 
domestic stoves. 
But no stove department is com- 
plete today unless it includes 
electric ranges. 
Such electric ranges as “Stand- 
ard” may be sold today without 
fear of servicing difficulties. Sim- 
plified wiring and modernized 
construction throughout practi- 
cally eliminate servicing. 
Secure added business which you 
will otherwise miss—secure added 
profits otherwise lost— by adding 
electric ranges to your stove de- 
partment. Send for our booklet, 
What is a Hardware Dealer?” 
It presents interesting facts on 
this subject. Ask, too, for copy of 
the latest Standard catalogue. 


The 
Standard Electric Stove 
Company 
Toledo, Ohio 








STANDARD 
ELECTRIC 
RANGES 
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our requirements to include au- 
tomobiles, telephones, electric re- 
frigerators, radios and rooms 
with baths. These present stand- 
ards demand steady employment 
with an increasing earning ca- 
pacity to reach the anticipated 
higher standards of the future. 

We are undergoing a transi- 
tion which promises to make our 
present methods of merchandis- 
ing appear as antiquated as the 
old system of barter-and-trade 
now consigned to the scrap heap. 

We are passing out of the era 
in which attention has _ been 
focused upon production and 
finance. Most of these problems 
have been solved. We have dis- 
covered that our once actively re- 
sponsive markets no longer exist. 

As a consequence, advertising 
and selling is becoming, and will 
increasingly became, the para- 
mount issue of the day. The new 
situation, however, will demand 
more than larger appropriations 
for advertising and an intensifica- 
tion of selling effort—necessary 
as these will be. The transition 
we are witnessing is bringing 
with it a demand for stabilized 
profits which in turn calls for a 
radical readjustment of our mer- 
chandising policies. 

The application of serious con- 
structive thought will open up 
many new channels of activity 
and quickly revive the trade of 
this country. This is our oppor- 
tunity, and by community action 
progress will be made. 

The future will call for many 


changes in distribution. Costs 
must be reduced. Wasteful 
methods must be eliminated. 


Efficiency in salesmanship must 
be developed upon a_ higher 
standard than ever before. Those 
in charge of sales will be called 
upon to exercise more intensive 
control and supervision. A profit 
on every sale will become the 
bankers’ formula for estimating 





worth. There will be no alibis 
and no explanations. Manage- 
ment will be held responsible and 
judged by its efficiency and ag- 
gressiveness. 

There was never a time when 
salesmen have had such an im- 
portant responsibility placed 
upon them. Recovery in busi- 
ness will depend to a large ex- 
tent on the salesman’s ability to 
sell. It will be necessary for him 
to work with smaller accounts, 
work longer hours, and harder 
than ever before. 

Salesmen must* fight the price 
cutting evil and insist upon sales 
at a profit. There is too much 
business in this country today on 
poor quality. The principal 
thing is to manufacture a high 
grade article, trademark it, ad- 
vertise it, and then sell it on its 
merits. Here is the new Selling 


Code for 1932: 


1. Replace volume sales with 
honest, intelligent and ag- 
gressive selling at a profit. 

2. One price to all without con- 
cession or discrimination. 

3. Abandon all misrepresenta- 
tion. . 

4, Abolish all secret rebates. 

5. No sales at or below cost. 

6. Eliminate all commercial 
bribery. 

7. Maintain standards as es- 
tablished by the industry, 
avoiding any substitution or 
impairment of quality or 
workmanship. 

8. Cooperative attitude toward 
competitors. 

9. Adopt a sales policy that is 
fair to all, then vigorously 
carry it out. 

10. Refuse to indulge in price 
cutting because of some ru- 
mor that a competitor had 
submitted a lower price. 

11. Insist that every order in- 
clude a reasonable profit. 
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The Price of Wheat 


(Continued from page 27) 


produce wheat just as cheaply in 
the East as in the West, and of 
course the Eastern location would 
save on freight rates. So this 
very modern farmer, who travels 
by air and farms by machinery, 
is now negotiating for farms in a 
certain Eastern State, and he be- 
lieves that if he succeeds in get- 
ting enough of these farms at the 
right price, that he can produce 
wheat at just as low, if not lower, 
cost than it can be produced in 
Russia or anywhere else. 


After listening to this gentle- | 
man talk about wheat produc- | 


tion, it makes a manufacturer do 
some pretty hard thinking about 
some of the things that can be 
done to reduce the' manufactur- 
ing cost of merchandise. This 
field, some people think, has 
been pretty well worked out. 
The reduction of the excessive 
costs of distribution is pointed 
out by most experts as the great 
untapped field for future profits. 








MOS ’N’ ANDY, those ra- 
A dio stars, who own and 
operate the “Fresh Air 
Taxi,” inspired Ernest Glassford 
of Bennett Hardware Co., Cort- 
land, N. Y., to build this vehicle 
for display in that store. Most 
of the body parts were from the 
hardware and sheet metal stocks 
of the store. For a body Mr. 
Glassford used a maple sap vat, 
while funnels, eavestroughs and 
stove pipes made other parts 
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A washing machine 
was used for the hood and an 
oil range grate was the radiator. 


of the car. 


Oven doors were used for car 
doors and two oil ranges turned 
on their sides became seats. 
Where needed the body was 
filled with gallon tin syrup cans 
and a burlap sack served as a 
blanket. 
enough to enable its being moved 


The vehicle was stable 


about. 
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Klein Pliers—standard with 
| master workmen everywhere—are 
| backed with the Klein reputation 
|of the finest tools that you can 
|buy, regardless of price. Klein 
‘Pliers are made in a wide variety 
of styles to meet every need of 
the skilled workman. It will pay 
you to carry Kleins in stock. 
‘Check up now and order your 
|supply from your jobber. 


Klein Pliers have been the stand- 
ard in public utilities and with 
| master workmen “‘since 1857.”’ 


Mathias & Sons 
| 


33200 BELMONT AVE., CHICAGO 
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For more 
profits 


BOTTLE 
CAPS 


Here’s the first complete 

line of bottle caps to meet 

every demand of your cus- 
tomers —and a new “trading-up” 
plan to bring you more profits. Ask 
your jobber or write for our latest 
booklet: 


“Something New 
to Re-ly-on” 


HOME USE BRAND RE-LY-ON BRAND 
World’s standard cap Improved indented cap 


PYRAMID BRAND 
The Super Seal—for high pressure sealing 


CROWN CORK & SEAL CO. 


Baltimore, Maryland 
World's Largest Makers of Bottle Caps 











INDIANA ~ 


X-TRA QUALITY : 


SHOVES ‘Acres 


Diamonds” 


The true value of all the 
material and products 
ever handled with 
INDIANA SHOVELS 
would total a sum equiva- 
lent to “Acres of 
Diamonds.” 


It’s the STEEL that counts. 
Ask your jobber. 


The Ingersoll Steel 
& Dise Co. 


Successor to 


The Indiana Rolling Mill Co. 
Newcastle, Indiana 





























| 





Tournament Brand 
Table Tennis Balls 

Tournament brand table tennis balls are now packed in 
this neat counter display box. There are twelve packages 





of four each in a display carton. Louis Sametz, Inc., West- 
| port, Conn., is the maker. List price is 10c. per ball. 





| Stanley Hurwood 


Screw Driver 
Display Stand 


This attractive 
metal display stand 
is offered by The 
Stanley Rule & Level 
Plant, New Britain, 
Conn. It is of mod- 
ern design, lacquered 
a_ brilliant’ orange, 
and is supplied with 
a harmonizing color 
label. Stand holds 
twelve screw drivers. 
Legs can be ad- 
justed to form as 
small a fan as de- emer? 
sired. It is furnished . La 
free with assortment 
No. 20, consisting of twelve No. 20 Stanley Hurwood screw 
drivers, 4 of each of the 4, 5 and 6-in. sizes. 








Brewn & Sharpe 
Blocks and Clamps 
The Brown & Sharpe Mfg. Co., Providence, R. I., has re- 


cently announced two tools known as V blocks and clamps 
No. 750B and V Block No. 750C. They have stepped clamp- 





ing lugs. Blocks can be used on their sides as the clamps 
do not project. Blocks are ground in pairs and all sides are at 
right angles; they can be used in any position. V. Block No. 
750C leaves the entire top side of the work accessible. 
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GUMFINGER 


Rakes can’t rust, can't 
break, can't clog; 
can't injure the lawn, 
can't tear or uproot 
grass or tender plants. 
Can be used on brick, 
stone, dirt, gravel or 
concrete walks. Flex- 
ible adjustment to all 
irregularities in sur- 
face. Watch them do 
the work. 





The Lawn ‘Wile with Rubber Teeth 


There is no substitute for this instantly successful Gumfinger Lawn Rake. 
Designed by a man who knows lawns. Rubber for action and safety. 
Rubber for rustless durability. Rubber for lightness and elasticity. 








Announced only a short time ago, this Gumfinger Lawn Rake immediately 
became the sales leader from coast to coast. Continuous demand from 
spring to winter. To insure delivery, advance orders should be entered now. 













Five sizes: 8, 12, 16, 20 and 24 inch. To retail at 80 cents, 
90 cents, $1.00, $1.25 and $1.50. Packed in cartons of twelve. 











If your Jobber cannot supply you, send us his name and we will forward prepaid an attrac- 
tive display stand with one of each of the five sizes complete for $3.75; retail value $5.45. 


The Sabin Machine Company 


6536 Carnegie Avenue, Cleveland, Ohio 


A NEW EDLUND | Farnaees are Out..... 
CAN OPENER | | en as 






























No. 4W-Wall Attached Style Retails for 4 

No. 4T-Table Attached Style $1.50 veils 
This latest addition to the feature 

Edlund line of quality prod- ‘ 

ucts has many notable im- Rubbish 

provements — lower priced — Burners 


more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the tygie arracHED STYLE 

—_ Gta id - 
WALL ATTACHEDSI1LE ard of 


Wall bracket is made in 


Rubbish accumu- 
lates, the furnace is 
down, and_ there’s 
an obvious need for 
a rubbish burner. 





two parts—opener may be quality in That’s what folks 
removal from wall com- ° 
pletely. kitchen who have lawns or 


3 yards are thinking. 
They are already 


utensils. A guaranteed can 
opener that is a valuable addi- 


Send a sample 


tion to the field of kitchen order — and ask half-sold. Show them the Union Safe-T. 

. t O for catalog’ of 
equipment. xens any Can— complete line ohit 
pia square tn oval ni and prices. Has great strength and durability. 
or ak “Cuts the top out mm A Selling Made of heavy steel wire electrically 

S z y : ; 

eee : y F r painted green. 

leaving an absolutely smooth y Attraction welded and gulemine’ a 9 : 
7 € : j A leader in appearance and volume. 


safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 


retailing at $1 Nest for economical shipping. 


TS CO. 
UNION, STEEL PRODUCES, G9: 


UNION RUBBISH, BURNERS 
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SAMSON CORDAGE WORKS 


BOSTON, MASS 


SASH CORD 


AMSON SPOT, PHOENIX and SACHFM brands 


each the standard of quality for its particular use 





“There iS a Difference in Sash Cord” 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalegue, samples and selling information 











NOW is the time 
to PUSH 
and DISPLAY 


EVEREDY 


Bottle Cappers 
Syphon Filters 


Strainer Sets 


Order them from your jobber. Or write 
to The Everedy Co., Frederick, Md., for 
full information. 











Are you sure 
your hardware 
cloth unrolls true 
and straight with 
even mesh down 
to the last foot? 


Superior Brand 
means a superior 
product the full 
length of the roll. 




















At Your Jobber. 


G. F. Wright 
Steel & Wire Co. 


Worcester, 
Mass. 
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| makes this item to retail for the suggested price of 25c. 
| Dealer cost varies from $1.85 to $2.00 per dozen. Any brand 


| Brass 

Linoleum 
Binding 

The D. W. Bosley 
Co., Chicago, IIl., 
is now supplying 
the trade with 
“Bomeco” brass 
linoleum __ binding. 


| 25 yards of “Bomeco” binding. 





Kitchen 
Kompakt 


The Kitchen 
Kompakt __con- 
sists of a steel 
wool holder, re- 
ceptacle for soap 
and a piece of 











youR steel wool. Both 
ors, COMPLEXION the _ receptacle 
. and holder are 





made of rubber. 
To attach or de- 
tach handle from 
wool, base of-holder is bent upward, releasing handle. Twe 
prongs on either side, inside the holder, are fitted in the 
groove into which the center of the wool is placed. Prongs 
are released from the steel wool, when base is bent. Scully 


Rubber Mfg. Co., Highlandtown Station, Baltimore, Md.. 


steel wool may be used for refills. 





Miniature 
Ice Tongs 


These miniature ice 
tongs are designed for 
serving ice cubes or sugar 

_.. blocks. The Napier Co., 
389 Fifth Avenue, New 
York City, offers the 
tongs in plate and ster- 
ling. List prices are: 
silver plated, $1.00; ster- 
ling silver, $2.00. Dealer 
cost is respectively: $7.00 
and $15.00 per doz. 


Bosley “Bomeco” 


It is a strip of brass 
made in widths 
ranging from %4 to 
114 in. Its use prevents the edges of linoleum from curling 
and scuffing up. It may also be used to join linoleum at the 
seams, preventing raised or curled edges and providing a 
smooth surfaced attractive binder. “Bomeco” binding is 
furnished in two weights: .012 and .015 gage, in edge-strip 
and seam-strip types. For dealer convenience, the binding 
is put up in the attractive counter display and supply stand 
illustrated. This device permits coiling of the strip as it is 
removed from the stand. Every foot on the strip has a 
marking, enabling the dealer to keep track of the length 
Each display rack has a capacity of 





removed for an order. 
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The CLAWSON 
ICE SHAVER 


This thoroughly 
practical ice shaver 
with Enamel Pan 
may also be used as 







a ees, a table or bench ma- 
Model No. CILB chine by simply re- 


moving the legs. 
This makes it pos- 
sible to shave the ice 
into a larger con- 
tainer when desired. 
Style shown is for 
Hand Power opera- 
tion and 


Holds Block of Ice 7" in Diameter 


Eqvipped with Removable Cutting Knives—Ad- 
justable to shave coarse or fine. It always saves 
the ice into uniform crystal flakes, without lumps 
or chunks. Our line includes sizes a~-d styles of 
Ice Shavers (Hand Power or Electric) for every 
need—up to 300 lbs. per minute capacity. Send 
for Folder and Prices on Complete Line. 


CLAWSON MACHINE CO. 


FLAGTOWN, N. J. 
PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 











There's Always a 
READY MARKET 


for 


HOUSE FURNISHINGS 


Housefurnishings judi- 
ciously merchandised 
carry a neat profit. This 
steady income acts a8 a bal- 
ance for seasonable items. 
Furthermore, Housefur- 
nishings play a larye part 
in inducing women to pat- 
ronize the neighborhood 
hardware store instead of 
department stores. 


Read the editorial and 
advertising pages of Hard- 
ware Age and keep posted 
on this line. 


Hardware Age 


239 W. 39th St 


MN. TG 
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has several | 
ADVANCED FEATURES 


The New Du-All Dust Mop has exclusive 
basic features that establishes a new standard 
of efficiency and convenience. The 
FRAME and SWAB are new patented 
developments. MOP WILL NOT 
DROP OFF. There are no bolts, 
nuts, lugs or screws to get lost 
or come apart. This new 
mop with exclusive fea- 
tures cost no more. 










— 


NEW TYPE FRAME 
WITH SPRING WIRE 
SOCKET 
“No putting together”. No 
bolts, nuts, lugs or screwsto scratch. 
furniture or floors. Notice that the 
spring wire socketand coils are in: 
ONE piece. Because of tension 


on wire frame mop WILL. 
NEVER “flop” when lifted. 


ASK YOUR JOBBER OR WRITE US 


‘Jhe DU-ALL MFG. Co. 


GENEVA - - OHIO 
q THE NEW DU-ALL MOP & 
a MAAKES FRIENDS QUICKLY .- to 


RRR RRR RENE 
BARREN SS SS 


Profits 


The Wolves of Lenox, at- 
tractively packaged in plaid, 
are one certain means of 
steadily increasing hack saw 
business from your customers 
and prospects. 
Put them to work for you. Watch 
them bring you greater and greater 
profits. 


Write for details of strong sales plan 
backing these famous hack saw blades. 


AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 


ee SS 
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—the CAN that’s made better and 


Recent tests at the Pittsburgh stronger, and guaranteed to outlast 


Testing Laboratory proved con- 3 to 5 of the ordinary kind. The 
saa the superiority of the Gan that discriminating buyers pre- 
brands. Send for booklet! fer. 


WITT Can _ over other 
Ask your jobber or write 


THE WITT CORNICE CO. 2114 Winchell Ave., Cincinnati, Ohio | 














BURNLEY 


The Soldering 
Paste that has 
satisfied cus.- 
tomers for over 
23 years. 








SOLDERING past! 
WS es) 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 





Sample free 

















Red Devil means 
Glass Insurance 


Sey Nee 


LANDON RP SMITH, INC. 


65 SPRINGFIELD AVENUE, IRVINGTON, ONS. U.S.A. 
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| Box 203, Greensboro, 


| well as the date. The 


| fishing. Calendar is avail- 








° ° e 5 
“Imperial Mailtainer” , 
This strong combination of : 
wrought iron, wrought brass b 4 
and heavy galvanized steel is > 
both an ornament and a utility af 
for any home seeking distinc- -é 








| 
tion. The best of our big line; ? 
rust-proof and offered in five ¢ 
new finishes. Write for full b4 
particulars. : 
Chicago Salesroom, 1498 Merchandise Mart. 4 


PATENT NOVELTY COMPANY 


FULTON ILLINOIS 


| has specimens of three 
| famous marbles. Vincen- 








Grady W. Coble’s 
Fisherman’s Calendar 
Grady W. Coble, P. O. 






Let's Go Fishing 
TITUSVILLE HARDWARE COMPANY 
FISHING TACKLE 






FOR 1931 
FISHING 





N. C., publishes Coble’s 
Fisherman’s Calendar, an- 
nually. Each day space 
in the calendar has an 
illustration of a fish as 


darker the fish, the better 
the day is said to be for 





able in hanger form,- as 
illustrated, with dealer’s 
or other name _ together 
with a slogan, etc. Mr. 
Coble states that the 
calendar is scientifically 
compiled, using the 
moon, the signs and 
every known factor that 
has a bearing on fishing. Calendar is also offered in booklet 
form, priced at 25c. per copy. In the front of the booklet 
are facts relative to the most popular fresh and salt water 
fish, and as to baits, lures and tackle used as well as the 
weights of some record catches. Hangers, such as illustrated, 
are available in large quantities, ranging in cost from $10.00 
for 250 to $100 for 5000 copies. Calendar illustrated is used 






BAITS AND LURES 
THAT CATCH FISH 














| by the Titusville Hardware Co., Titusville, Fla. 


Sunbeam Eternatime 
Electric Clocks 


Here are two of the new 
members of the Sunbeam 
Eternatime electric clock 
line in marble. Chicago 
Flexible Shaft Co., Roose- 
velt Rd. and Central Ave., 
Chicago, IIl., makes the line. 
Versailles model E-20 lists 
at $45. It is a green San 
Luis onyx cut, shaped and 
highly polished model with 
base of black and gold 
Italian marble. Silhouette 


Model E-21 lists at $36. 
It is a modern cabinet 
of jet black Belgian mar- 
ble, with side blocks of 
pure white veined Pedra- 
ra onyx. Canterbury, 
E-22, listing at $30.00, is 
an Arizona onyx model 
in warm red-brown tints. 
Base is of black and gold 
marble. Valencia model 
E-23 lists at $42.50. It 


nes model E-24 lists at 
$30.00. It is in rich 
black and gold tones, fashioned of Italian marble with base 
of translucent brown Arizona onyx. 
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You Can Sell HILL Clothes Dryers Now 


These famous clothes dryers have new improved features which 
appeal to every housewife. Base can be quickly set in ground— 
either on the level or on a hillside. No concrete needed. 










































Sparton type opens and folds as easily as an umbrella. Champion 
has readily removable top, no thumb screws, and reel locks on 
the post automatically. Both have rust-proof metal parts and 
thoroughly painted wood parts. Strung with best cotton line. 


3 sizes to hold 100, 115 and 150 ft. of line. Other styles for 
lawns, balconies and roofs. Liberal profit. Send for folder and 
prices. 


Hill Clothes Dryers Co., Inc., 40 Central St., Worcester, Mass. 


N. Y. Distributors: Herman Kornahrens, Inc., 111 Murray St. 














NET-WICK 


Poultry Fence Never Sags 


Our new combination of mesh and gauge 
wire is reinforced so securely that no 
rail support is needed at top or bottom 
to prevent saggimg. Both Horizontal and 
Perpendicular wires are FULL GAUGE 
and made from best Open Hearth Steel. 
We control every operation. Galvanized Style A Style B Style N 
before or after weaving. Your jobber will Straight Cut Straight and End Cut Straight End Cut 
supply you. Nut Splitter 


CAROLUS CUTTERS 


Handy, time-saving tools for every shop. For splitting rusty and jammed 
nuts or for cutting bolts—either straight or end cut, with nut splitter. 
Three styles, all sizes. Tool steel jaws; tough cutting edges. 

If your jobber cannot supply you write us direct for literature and prices. 




















CAROLUS MANUFACTURING CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & Co. 
New York Chicago 








IMPROVED “PELOUZE” 
DAIRY SCALES 


Three sizes: 
40-60 and 120 Ibs. 


Our new Dairy Scales have solid brass 
etched dials with raised figures and 
graduations. They are indefaceable and 
indestructible. Very attractive. Made to 
comply with Departments of Weights and 
Measyres. Patented adjustable hand for 
obtaining tare weight of empty pail. 
Order through any leading supply house. 
Specify “PELOUZE.” Send for circular. 


Pelouze Manufacturing Co. 


232-242 East Ohio Street, 
Chicago, Illinois 


SPECIAL TABLE OFFER 








In Demand by 


Industrial Plants, Plating Rooms, 
Bakeries, Dye Houses, Canneries, 
ete. For Household use. Spun 
from one sheet of brass, strongly 
made, extra heavy bottoms. Dur- 
able, economical. No seams or 
joints. Also furnished in Copper, 
Monel, Nickel, Everdur, Ambrac. 
Send for Bulletin B and Price 


List. 
NATIONAL 
PIPE BENDING CO. 


130 River St., New Haven, Conn. 




















MOUS 
SINCE 1907 a ae Seca, 95 5 Think of « genuine Heller Merchandising 
i A Bs Ly Fe, SERRE seas be Table for only $23.95! A new, up-to-the- 
dames Dewn minute table, designed to increase your 






sales. At this low price, you can afford 
to equip your store with tables. Masy 
monthly payments make it possible to pay 


Full size—7 ft. x 30% in - n Helen 
34% in. —— finished in med: 


f 
Sas “aan | FRE! 
only, so hurry! Bix Merchandis- 


uy 
genuine Heller ups al 
equipment at so price of table. 
low a price. 
Tre 2 ke el 








ree . ) ND THIS HELLER & CO., M lier, O. 
pene Tlanutacturing Qompan SE Fy die eer 27” tables ee advertised. 
Ny r COUPON - 4 comple iotofaaton 4 your special summer 
: 7A SIGN NAMB AND ADDRESS IN MARGIN 
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Always “Moving” 


Knife-Handle ve 
stubborn nuts so satisfactorily that it’s 
always moving right out of stock. So 


Coes Wrench moves 


keep stocked and hold trade. Sizes: 
6” to 21”. 


Ask your jobber 
BEMIS & CALL CO., Springfield, Mass. 














The symbol of 
quality in chain 


There is an ACCO Chain for every 
industrial, farm and home purpose— 
in bulk or made into specialties. 
Concentrate on this profitable 
quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 

AMERICAN CHAIN CO., Inc. 

Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains 








NO SPECIFICATION 
sounder can se MADE 


Those who specify Sargent Hardware have come to 
consider it—not merely as equipment of the required 
high quality—but as an additional means of express- 
ing true character in decoration. Sargent & Company, 
New Haven, Conn., New York, Chicago. Belleville- 
Sargent & Co., Ltd., Belleville, Ontario, Canada. 


SARGENT 


LOCKS AND HARDWARE 


Hundreds of Orders like this. 
Good Margin, Big Protits 

















Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
ConveNTION, New Palmer House, Chicago, IIl., Oct. 19, 

20, 21, 22, 1931. Charles F. Rockwell, secretary- treasurer, 
| 342 Madison Avenue, New York City. 

Iowa Reta, HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb. 9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
| Jacobson, secretary, lowa Hardware Building, Mason City. 


MicuicaNn RetTaiL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Harold 


Bervig, secretary-treasurer, Marine City. 


Minnesota RetatL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 





New EncLAND RetTarL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


New York State RetarL HARDWARE AsSOCIATION Con- 
VENTION AND Exposition, Feb. 2, 3, 4, 5, 1932. Exposition 
will be held at Madison Square Garden; hotel headquar- 
ters to be announced later. John B. Foley, secretary, 


manager, 510 Hills Bldg., Syracuse. 


NortH Dakota RetatL HARDWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 


Grand Forks. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- 
SOCIATION, INc., CONVENTION, Philadelphia Commercial 
Museum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
| Pearce, Managing Director, Wesley Building, Philadelphia. 


SoutH Dakota Retatt Harpware Association Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
2344 Nicollet Ave., 





manager-treasurer, Minneapolis, 


| Minn. 
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CLASSIFIED ADVERTISING 
RATES 





Advertisements from unemployed 
accepted free of charge; inserted 


+ seman Wanted and Help Wanted adver- 
at ial Rate of one cent a 
aun, pe An fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” ‘Sales 
Accounts Wanted” and “Sales Representa- 


tives Wanted” advertisements. 





° ° ° ie Due to the special rate, these discounts do 
in two consecutive weekly issues. Set Solid, Minimum of 5 lines...... $3.00 atk sgt) 41 Pation Waleed ev ide 
Box number address may be used. Each additional line............ 60 Wanted Advertisements. 

All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HARDWARE AGE is published each Thursday. 
post paid. Each additional line............ .80 Forms close Nine Days previous to date of 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
ee es REET $5.00 
Each additional inch.............. 4.00 

Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 








publication. 





Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City. 














POSITIONS WANTED 








MANUFACTURING EXECUTIVE 


29 years of age, married, fourteen years’ experience. Previous 
connection in the hand tool manufacturing. Sold interest. Excep- 
tional ability in cost reducing, organizing, purchasing, accounting, 
and all the many duties of a manufacturing executive. Can make 
investment. Any reasonable salary considered. Best of references. 
Any part of country or Canada. Very familiar with hardware dis- 
tribution. Have an exceptional record as a profit maker in a very 
competitive line in a time of depression. Address Box J-392, 
care Hardware Age, New York City. 














AVAILABLE—CONTACT REPRESENTATIVE, to carry out plans 
and — for the promotion of sales—To develop new channels for 
distribution—Practical merchandising experience. Successful sales record. 

ide and intimate acquaintance in hardware field. Travelled extensively 
over the entire United States. Desire connection only with manufacturer. 
Salary secondary to proposition offering sta nile and future. Address 
Box J-401, care of HArpwarE AGE, New York 


hee se POSITIONS WANTED 


HARDWARE OR PAINT. Former manager of hardware and fac- 
tory supply business, capable, energetic, good references, would like to 
assume responsibility of some hardware business with idea of purchase 
at some future time. Age 45, 27 years of selling good merchandise, 
Address Box J-302, care py HarpwareE Ace, New York City. 








__ BUSINESS OPPORTUNITIES 


WII.L SELL HARDWARE BUSINESS in central West Virginia City 
with trading population eighteen thousand. Business established forty years. 
Very desirable location. Rent reasonable. Opportunity for party desiring 
business connection with future. Address Box J-397, care of HARDWARE 
AGE, New York City. 











SALES REPRESENTATIVES WANTED 











HARDWARE MAN, with many years of retail experience, desires a 
permanent connection with a progressive dealer, I have an expert knowl- 
edge of shelf and builders’ hardware, tools, paints, plumbing, electrical 
supplies, farm and garden implements. Can take complete charge of 
paint or builders hardware departments and am well versed in modern 
sales and merchandise methcds. Excellent references. Address Box 
J-376, care of Harpware AGE, New York City. 





SPECIALTY SALESMAN, with many years of retail experience and 
four years as specialty salesman with one, large hardware and _ sporting 
goods jobber calling on hardware, sporting goods, furniture and depart- 


ment stores. Worked and acquainted with trade in Kansas, Colorado, 
Wyoming, Utah, Idaho, New Mexico. Excellent references. Married. 
Goarne at once. Address Box J-399, care of Harpware AcE, New 
or ity. 





WANTED—Position as Buyer or Salesman. Have had ten years’ ex- 
perience as manager of wholesale and retail hardware business. Did 
entire buying of $125,000 stock and also looked after sales. During 
1929-30 called on Southern hardware jobbers. 48 years old, married and in 
perfect health. Bond furnished if necessary and will guarantee references 
to be satisfactory. Address Box J-394, care of HarpwareE AGE, New 
York City. 





YOUNG married man, 28, with 12 years’ experience in buying and 
selling, desires opportunity as buyer or assistant buyer with progressive 
jobber or Mail order concern. Large department stores will be considered 
if advancement is offered. Reasonable salary to start. Will go anywhere. 

cellent references furnished on request. Address Box J-364, care of 
Harpware Act, New York City. 


Several Territories Open for Live Manu- 
facturer’s Agents 

ealling on hardware dealers and jobbers, depart- 

ment stores, etc. We have some first class specialties 

that are necessities — priced to sell. State terri- 

tory and lines handl 


ADDRESS BOX J-371 
eare of HARDWARE AGE, New. York City. 














SALESMAN calling on hardware and mill supply trade in New England 
States, North of Boston to handle on commission basis complete line of 
Mason’s tools, also Expansion Shields. Address Box J-393, care of 
Harpware AGE, New York City. 





ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 





lb. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 
WANTED—Salesmen for high grade Hack Saw Blades. Exclusive 


territories. Attractive prices.* Liberal commission. Address Box J-365, 


care of HarpwareE AGE, New York City. 





SALES ACCOUNTS WANTED 








PURCHASING AGENT—Age 40, Married, desires permanent connec. 
tion. 20 years’ experience in purchasing, production and controlling in- 
ventory and stock records of materia!s, mill supplies and equipment 
Excellent knowledge regarding market values and source of supply. Best 
of references. Available at once. Address Box J-390, care of HARDWARE 
AcE, New York City. 





A, SALESMAN of broad experience with a fine following in Indian- 
apolis and surrounding territory covering the hardware and furniture 
trade desires to represent a first-class factory or jobbing line large 
enough to occupy full time. Available now. Prefer Sept. Ist. Any kind 
of references giedly furnished. Address Box J-395, care of HARDWARE 
Acz, New York City 





TRAVELING SALESMAN with many years experience and extensive 
clientele wishes to make connections with some manufacturer of hardware 
as representative in Ohio. Can furnish good references and show success- 
ful sales records. Address Box J-388, care of Harpware Acz, New 
York City. 





EXPERIENCED YOUNG MAN, eight years’ retail hardware wants 
connection with small retailer. Capable of managing store and handling all 
details. Metropolitan district preferred but not essential. Address Box 
J-385, care of Harpware AcE, New York City. 





SALESMAN wishing to represent reliable Hardware or Paint manufac- 
turer to cover Connecticut or New England territory, 25 years’ experience. 
Salary and expenses nominal to start. Good references. Address Box J-398, 
care of Harpware Ace, New York City. 
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EXPERIENCED salesman wants direct, factory line on commission 
for Illinois retail trade. Have sold the trade for 14 years. Accounts 
well established in towns large and small over entire state. Territory 
thoroughly covered. Must be quality merchandise by reliable company. 
Address Box J-373, care of HarpwAre Ace, New York — 








AGENCIES WANTED FOR CANADA. Salesman with slititis years’ 


experience calling on retail and hardware trade, desires one or two good 





lines on straight commission basis. Best of references. Address J. V. 
AHERN, 107 Wineva Ave., Toronto, Canada. 

SALESMAN with office and warehouse in Utica, would like to repre- 
sent reputable manufacturers of products used by lumber, hardware, 


general merchandise dealers or tinsmiths and roofers. Address Box J-396, 


care of Harpw ARE AGE, New York City. 


SALESMAN calling on satilehian hardware jobbers and_ retailers, also 
auto accessory stores in New York State, Ohio and Pennsylvania, is open 
for another good line on commission. Address Box J-400, care of Harp- 
warE AGE, New York City. 





TRAVELING SALESMAN with wide acquaintance among _ Rocky 
Mountain Store dealers wants hardware accounts and sporting goods lines 
on commission basis. Address Box J-389, care of Harpware AGE, New 
York City. 








SALESMAN covering Oregon and Southwestern Washington wants 
lines of hardware, electrical appliances and sporting goods on commission 
basis. H. C. COFFIN, 147 Fourth Street, Portland, Oregon. 
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ANNOUNCING 





A NEW SERVICE 


of Greatest Possible Value to on and 
Others Selling Through Hardware Distributors— 


DIRECT MAIL ADDRESSING 


from a List of Hardware Retailers Corrected 
Right Up to the Minute of Addressing: 


WHAT THIS MEANS! 


Elimination of Undeliverable Mail. Removes an Important Factor in 
Wasteful and Unproductive Di- 


: - derabl L 
tan cet: eens See "Se rect Mail Advertising Campaigns. 


Postage. 
Prevention of Loss of Valuable 
Direct Mail Matter. 


Lays the Foundation of a Successful 
Sales Program. 


Assures Being First to Contact Im- 


i IR rn gi portant New Hardware Retailers. 


“During a One Year Period More Saving up to $20,000.00 Annually 
than 12,000,000 Letters Contain- for the Up-Keep of an Up-to-date 
ing Circulars and Advertising Mailing List. 


Matter Were Disposed as Waste.” 
MUCH MORE COULD BE SAID — 


Prompt Delivery of Mail-No Lost Your Own Experience Will. Bring 
Time for Post Office Directory Home to You the Value of This 
Service-Helps Uncle Sam Cut New-Up - to - the - Minute-Much 
His Postal Costs—-Reduces Taxes— Needed Addressing Service Which 
Everybody Saves. We have Developed for Your use. 


WRITE FOR DETAILS 














HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th Street, New York 


Lewseensaswasennsnceadt 


& 

a 
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' 

| GENTLEMEN: 

: Kindly send me the details of your Direct Mail Addressing Service. 

7 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising 


contract. Every care 


No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 
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NATIONALLY ESTABLISHED 





“The recollection of QUALITY remains long after the PRICE is forgotten”—E. C. SIMMONS 
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_ [A\ Lot of Customers are 
Like Henry Jones... 


a 


¥ 
Henry Jones is typical of many of your customers. He’s y long on 











eyesight but y short on memory. There's a — window in the door 


i 





of Henry's garage that needs a new _/ _ sash chain. He’s been going 


to buy a new Soe VS porch swing chain for some time too. But on his 
By. ms 


infrequent visits to the ie We} hardware store, like most other 
customers, he needs to be reminded. Display is the answer. When chain 


is easy for them to buy, it's easy for you to sell. The 


Hodell Chainstore stocking and displaying all the popular 


types of chains, builds real chain volume. A choice of 


four stock assortments is offered ... Metropolitan, 


Suburban, Country, and Automotive. Send the coupon. 













Please send me complete information on 
the Hodell Chainstore. 


THE CHAIN PRODUCTS CO. 


3920 COOPER AVE. , CLEVELAND, OHIO , ESTABLISHED 1886 
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HE season’s outstanding success! Sales 


and profit records shattered! Real de- 
mand created! . .. Such enthusiastic reports 
pour in from dealers everywhere as a result 
of the first national advertising campaign this 
season on NOVO, the Unbreakable Lawn 


Mower. 


Increased Sales and 


Advertising Program for Next Season 


Next year still bigger NOVO sales and profits 
will be made by dealers and jobbers. National 
advertising plans now being prepared to get 
NOVO’s story across to every American family .. . 
Radio. Billboards. Newspapers. Leading maga- 
zines. Store displays. Direct mail. 


The spectacular NOVO airplane test will be re- 
told to impress additional millions with this mow- 
er’s exceptional qualities. No other stock mower 
was ever dropped from a speeding airplane with- 
out breaking! 


Rise Above ¢ Ompetition : 


Only the NOVO is made of steel, cast solid—not 
pressed or stamped from sheet metal. In exclusive 


design—in machine fitted, re-enforced construc- 
tion—in patented features—NOVO stands alone. 
There is no other “just as good.” 


You can guarantee outstanding satisfaction in 
use: Extremely easy and silent running. Close 
and smooth cutting. Unusually long, trouble-free 
life. Yet priced no higher than ordinary good 
mowers! 


Assure yourself biggest profits for next seasun from 
the world’s fastest selling quality mower. Get full 
details about the NOVO and the Dealer Franchise. 


Ask your jobber or write us today. 


THE 


F.aN. 


Richmond, Indiana 


World’s Largest Lawn Mower Manufacturer: 








LAWN MOWER CO. 


‘THE UNBREAKABLE_ 


fawn Mower 
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